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BVERY generation has its full 


quota of successful men. 


No matter how hard times may 
be, certain merchants go on making 
money year in and year out. De- 
pression or no depression, these 
men stand out above the crowd. 
They are the envy of their fellow 
merchants. Often, people who do 
not understand say they have the 
“Midas” touch. 


Yet in almost every case these 
men are forging ahead in business 
simply because they are doing 
something that every other mer- 
chant could do. They are forging 
ahead because they give the people 
what they want. 


Let us glance for a moment at a 
few letters from merchants who are 
forging ahead in this way. Almost 
every day we receive these letters 
here at the factory. Full of confi- 
dence and cheer, they tell, better 
than anything we could say, the 
true story of the success of Skyrider 
Shoes. 


“I have nearly doubled my busi- 
ness on boys’ shoes”’ 


ERE is a letter from Mr. 

Clyde Martin of ‘“‘The 
Union,” Columbus, Ohio, one of 
the largest department stores in 
the state. “Since I put in Skyriders,” 
he writes, “I have nearly doubled 
my business on boys’ shoes!” 


Mr. S. Kofsky, Merchandise 
Manager of ‘‘Joseph Horne’s,” 


Pittsburg, writes: “I just want to 
tell you how pleased I am with 
Skyrider Shoes. My business im- 
proved wonderfully last year and 
I am getting ready for an even 
bigger increase this Spring. The 
advertising material you sent me 
was fine.” 


Letters like this are received 
constantly. Not only do they come 
in from merchants — our represen- 
tatives send them in as well. “I am 
sending you,” wrote the salesman 
for our Pacific Coast territory a 
few days ago, “an order for 1848 
pairs of Skyriders to be shipped to 
(here he named a large Pacific 
Coast firm). I am writing you this 
letter because I think other mer- 
chants would like to know what 
many of the largest buyers in the 
country are doing. This is just a 
starter!” 


These are the men who are 
forging ahead 


HESE and hundreds of other 

merchants like them, are the 
men who are forging ahead in busi- 
ness. Not one of them, you will 
notice, has done anything you 
could not do. Many of them had 
never sold boys’ shoes before. 
Others had been carrying a line 
that wasn’t advertised — a line for 
which there was no real demand. 
They began by sending for a Sky- 
rider Style Book. Today, their 
increased sales are rewarding them 


YOU MAY JOIN THIS PARADE OF PROFIT 





amply for having taken that first 
step. ° 


Write for “The Second Step” 


OR merchants interested in 

establishing a profitable Sky- 
rider department, we have pre- 
pared an interesting booklet called 
“The Second Step” for which we 
invite you to write. This booklet, 
with a copy of the new Skyrider 
Style Book, will be sent promptly 
on request. Short, easily read — it 
gives in complete detail the story 
of the rapid rise of Skyrider Shoes 
for Boys, and full information 
about the merchandising material 
we supply dealers to tie-in with 
Skyrider National Advertising in 
the American Boy. Already an 
average of 25 merchants a week 
are opening up profitable Skyrider 
departments. Send for your copy 
of this booklet today. 


Bellemeade Shoe Company 
505 Gallatin Ave. 
Nashville, Tennessee 


x BLE, 


A division of General 
Shoe Corporation 


“eapwaderie hpmeaees —— 


Send me, without obligation, “The Second 
a” and a copy of the new Skyrider Styl: 


Name 





Name of Store 





Street 





—— ole 


City. State 
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The VOICE of the TRADE 


OTHER’S DAY—May 13th— 

is a sentimental approach to 

the sale of shoes. It is strange to 

relate the day is commercialized 
and the florists get first honors. 

Sentiment is best expressed in 

gifts, so why not join with the throng 

and make it mean something? A use- 

ful, styleful pair of shoes is just as 





good a token and expression of af- 
fection as roses and more lasting. 
Strange how this special day, the 
second Sunday in May, should be 
so universally celebrated. It is ob- 
served by women’s clubs, Chambers 
of Commerce, merchants’ associa- 
tions, professional, civic groups and 
the great articulate mass of the pub- 
lic. Get ready for Mother’s Day! 


* * * 


HE April merchandising calen- 

dar issued by the Scholl Mfg. 
Co. emphasizes in bold face: “This 
is National Foot Health Week” ae 
the opening feature of the April 
campaign. Day by day the calendar 
gives suggestions to the merchants— 
such as: “Let people know that 
every week of the year is Foot 
Health Week in your store.” 


* * * 


A. HARRIS, manager of 
¢Washer’s Shoe Department, 
Ft. Worth, Tex., believes that the 
success of selling the better grade 
of white shoes lies in stressing the 


little details which the cheaper shoes 
do not have, as, in a genuine white 
sealskin, he points out that it has a 
wheeled-edged single extensive sole; 
while another white shoe has eight 
hooks, instead of eyelets; and still 
another, a. seven-eyelet laced-to-toe 
oxford in white porcupine, has 
brown shark tongue extending to 
toe. 
* * *% 
ONGRATULATIONS to the 
Washington Herald for its 
Foot Health and Spring Style Sec- 
tion, which appeared Sunday, April 
lst—eight pages of shoe editorial, 
shoe illustration and retail shoe ad- 
vertising, covering practically every 
shoe store in Washington, D. C. 


Herbert J. Rich, president of the 
Shoe Retailers Association in Wash- 
ington, is proud of the spirit of 
cooperation of the local merchants 
in this collective effort to stimulate 
an interest in Foot Health and 
Spring style shoes. He said: 

“Due to foot health promotion, a 
higher standard of scientific knowl- 
edge is expected of shoe salesmen 
so that expert advice is freely given 
in any shoe store of accredited 
standing.” 

* * * 
OUR new faces appear on the 
style platform at the Color 
Conference and Style Forecast meet- 


ings at the Hotel Astor next Monday 
and Tuesday: Carl G. Burgstahler 
of Chicago — General Chairman, 
Marcus Rice of St. Louis—Chair- 
man of the Women’s Styles Com- 
mittee, George B. Hess of Baltimore 
—Chairman of the Men’s Styles 
Committee, R. D. Hofheimer of 
Norfolk—Chairman of the Volume 





Styles Committee; and the veteran 
Maurice Yoskins of Philadelphia— 
Chairman ‘of the Children’s Styles 
Committee. 

Three new associations join in the 
color movement: The Shoe Manu- 
facturers Board of Trade of New 
York, the New England Shoe and 
Leather Association, and the Boot 
and Shoe Club of Boston—which 
join with the veteran National Shoe 
Retailers Association, the National 
Association of Shoe Wholesalers, 
the Textile Color Card Association, 
the National Shoe Travelers Asso- 
ciation and the Tanners Council of 
America. 

All give promise of a new stim- 
ulus to color and fashion in foot- 
wear in the joint Styles Conference 
and the Fall Opening Showing of 
American Leathers. 


* * * 
TITCHDOWN styles are appear- 


ing, and gains in sales are re- 
ported for shoes of this class for 











men, women and children, also 
growing girls. A new type of stitch- 
downs, for growing girls, carries 
heels 10/8 and 12/8 high, which 
is quite an increase over the former 
levels of 4/8 and 6/8. Toes on 
some new stitchdowns are thinner for 
style, while other toes are thicker, 
these being for the sport and service 
class of footwear. Another idea is 
to make the shoes over a last whose 
edge is cut to a new bevel so that 
the completed stitchdowns will ap- 
pear to be slimmer lines as well as 
trimmer edges. 


* * * 


TANDARD Trade and Securi- 
ties (issued by Standard Statis- 
tics Co., Inc.,) says: 

“Shoe production varies little 
from year to year, regardless of 
economic conditions. During the 
depression period, for example, the 
recession in footwear output as 
compared with peak years amount- 
ed to only 11 per cent. Despite the 
large gains in public buying power 
during 1933, therefore, only mod- 
erate expansion in shoe production 
was recorded; the increase amount- 
ed to but 11.8 per cent as compared 
with 1932 levels. 

“Since low cost inventories have 
been largely liquidated and labor 
expenses have risen, operating ratios 





N MY BUSINESS IS 
OB f HENS Sereession 
; PROOF 


“A 


are likely to be less favorable dur- 
ing 1934. For the initial six months 
of the year, however, a wide gain 
in dollar sales will make for a sub- 
stantial increase in profits over the 
similar 1933 period. During the 
final half year, a decrease in both 
sales and earnings from last year’s 
levels is in prospect, leaving only a 
moderate expansion in total 1934 
returns. 

“Over a long period of time, how- 
ever, shoe companies cannot be ex- 
pected to register more than mod- 
erate annual earnings increases. 
With only a gradually growing 
potential market, profits expansion 
must proceed within definitely cir- 
cumscribed limits.” 
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GO WEST_YOUNG MAN 


ny 


* FULL SPEED AHEAD 


—I have two friends, both of them men 
of considerable wealth. 

—One is a confirmed pessimist—thinks the 
world is topsy-turvy and never will get 
straightened out again. 

—The other is a constructive thinker, with 
a splendid vision of what may be in store 
for us in the future. 

—The first says: “Sell everything you've 
got, buy a farm and prepare for a storm.” 

—Says the second: “A great activity and 
prosperity is ahead of ds. The whole 
world is on the verge of great develop- 
ments. Huge amounts of capital are be- 
ing mobilized for development purposes in 
the Far East. Revolutions there mean that 
people are dissatisfied and want a bet- 
ter deal. That kind of human restlessness 
always precedes new forward movements. 
New wealth and new demands for things 
and services inevitably follow.” 

—I am very much inclined to throw my vote 
for the opinion of Friend No. 2. 


—Just imagine (and where would we be 
these days if we could not indulge in a 
little imagination), China, with a popula- 
tion of 450,000,000. Say we increased the 
standard of living of every Chinaman to 
the extent of only one dollar a week. A 
lot of money for a Chinaman, but not so 
much from the American point of view. 
In a year’s time that would amount to 
approximately Twenty Billions of Dollars 
—and much of that Twenty Billions 
would be spent in the American markets. 
Enough to keep our industries working 
overtime for years. 

-—Then add India, with its huge, restless 
population, and South America and Africa, 
to our possibilities. It’s enough to wreck 
most any imagination. 

—Of course it’s a crazy dream—but who 
can tell? Jules Verne was considered a 
dangerous dreamer in his day, but we 
consider his philosophy very tame in this 
New Age of Pioneering. 

—So—who can tell? 


Secs 6 1 
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OSEPH CAUNT, formerly presi- 
dent of the Joseph Caunt Com- 
pany, makers of “Caunt’s Catchy 
Creations,” the first of Lynn’s popu- 
lar novelties, is now manager of 
Pasadena branch of Security-First 
National Bank of Los Angeles. And 
being 70 a few days ago, his friends 
gave him a silver plaque. 

Mr. Caunt started in Lynn mak- 
ing 60 pairs a day, and built up a 
business of 10,000 pairs daily, all 
popular novelties, priced from 85 


cents to $1.75 a pair. He was the 
pioneer of “fast shoes.” 
* * * 


RANK WERNER COMPANY 
of San Francisco tell the 
public: 

“Fashionists have toyed with the 
feminine anatomy for years—ac- 
centing first one portion and then 
another. Now the foot comes in for 
its just share of the limelight for 
the new shoes are designed with an 
eye for glorifying the feminine foot. 
Just as the courturiers have molded 
the figure, the shoemaker now 
molds the foot into its most flatter- 
ing lines.” 

* * # 
D. HUDSON, buyer for the 
¢ shoe department at the 
Broadway Department Store, Den- 
ver, Colo., says: 

“T believe one of the biggest fields 
for future development lies in a 
really good line of corrective shoes 
at a popular price. The depression 
has created a greater need along this 
line than ever before existed. Many 
people, merely because they haven’t 
had the money, have worn cheap, 
poorly fitted shoes. The result is a 
nation-wide crop of corns, bunions, 
callouses and other troubles. These 





people simply can’t buy $10 correc- 
tive shoes, and probably won’t be 
able to for some time. But, I believe 
they would eagerly ‘snap up’ a line 
costing just a little more than ordi- 
nary footwear. 

“Another corrective need is for 
more complete size assortments. 
There is nothing that destroys con- 
fidence as quickly as for a woman 

~(who has developed foot troubles 
from cheap shoes) making a su- 
preme effort to buy corrective shoes 
and then getting a poor fit. Such a 
customer concludes that nothing 
will help her and goes back to 
cheap shoes.” 
* * * 
S goes the weather, so go the 
shoes—in this country large 
sales of heavy goods the recent win- 
ter;—in England small sales of 
heavy goods; the winter being mild, 
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and some stores reported to be car- 
rying over more than half of their 
winter weight shoes. 


* * & 


GENUINE German mark note 

for 500,000 marks has been 
sent to us with the compliments of 
The Wall Street Journal, which 
says: 

“If the enclosed German Mark 
Note, once worth a great deal of 
money, now pays for one minute of 
your time, please consider yourself 
engaged. 

“Yes, it’s real German money, put 
out by the National Government, or 
by City Governments, prior to 1923. 
Before the War, 100,000 marks were 
worth $23,820.00 in our money. 
But EVENTUALLY, it took a thou- 
sand billion marks to get a mark 
worth 24 cents in gold. 

“That is what uncontrolled infla- 
tion did to German money. As fast 
as new marks were circulated, the 
old ones dropped in value, until a 
man’s only chance to get ahead lay 
in putting his money into goods or 
real estate or securities, just as fast 
as he could lay hands upon it. 

“Even with inflation under per- 
fect control, mangged currency, or 
the commodity dollar, the value of 
money is bound to drop, while com- 
modities and common stocks and 
real estate will go up in value.“ 


% * * 


ENRY A. GARTNER, podia- 

trist, at the Long Island Med- 

ical College.says in his booklet: “If 
Your Feet Could Speak”—: 

‘How. am I to know if I have 
defective feet?’ The commonest 
symptoms are pain and discomfort 
in the feet, ankles and lower parts 
of the legs. Swollen ankles, cold 
feet, pain back of the thigh, pain 
in and around the joints may indi- 
cate fallen arches. If any of these 
symptoms persist one shold undergo 
a thorough examination by a com- 
petent medical man. Corrective 
measures will be much more suc- 
cessful on the start than later when 
the trouble -has become _pro- 
nounced.” 

* * * 
ERE’S a store that frowns on 
child. labor. Frank Stivers 
and Frank McCorkle, retired farm- 
ers, have assumed management of 
the “Old Time-Modern Store” at 


1934 


Mason City, Iowa. The store is 
owned by Luke B. Miller, proprie- 
tor of the Sterling grocery stores 
of Mason City, who stated the new 
institution will employ five clerks, 
all 60 years old or more and that 
no person under 50 will be allowed 
to work in any job. 

“It’s going to be the old-time 
store of Mason City,” Miller said, 
“cracker barrels and all.” 


* * * 


ONSIDERABLE gains in sales 
of health shoes this Spring are 
reported in the New England area. 
A lot of cities and towns have had 
public health campaigns of late and 
this has stirred up interest in pedal 
health and “Foot Health Week” 
is next on the list. The largest gains 
are in the grades at $5 a pair, more 
or less. It is reported that some 
stores are selling more health shoes 
than novelty style shoes in their 
better grades. 

The widespread advertising of 
health shoes has convinced many a 
woman that she should have at least 
one pair of health shoes. The same 
also applies to men. 


D. SULLIVAN, writing the 


“BROADWAY” column in the 
Daily News says: 


“I ran into Signor James Durante, 
the noblest Roman nose of ’em all, 
on my way out of the Casino Thea- 
tre, Monday night, and to say that 
he was in a predicament would be 
putting it mildly. 

“The predicament was mortify- 
ing. Durante didn’t have any shoes 
on. He had bought himself a pair 
of shoes for Easter, but they pinched 
him badly, so while George Jessel 
was giving out smott crecks with 
repartee, the lordly Durante unshod 
himself. 

“‘T asts for a 8-a’, explained 
Jimmy, ‘and the guy drags out his 
little stool and sits himself at me 
feet, apparently realizin’ that there’s 
royalty in muh veins. He clamps a 
shoe-fitter-upper on my right foot 
and, supplied with the information 
thus procured, he ups to me and 
says: “You should discipline your 
feet with a 7-b, Mister Durante.” I 
ignored him coldly and repeated 
m’request for an 8-a. So we com- 
promised. He gave me a 7-b, and 
ever since I’ve been in agony.’ 

“So the noblest Roman of ’em 
all greeted his intimates in the rear 
of the theatre in his stockinged feet, 
and watching his good-natured face 
wreathed in a grin, I thought of 
another spot in which I’d seen him 
originally.” 














“Size seven, eh? Well, you'll take size nine and like it. One of those par- 
ticular guys ain’t you?” 













































Many useful suggestions come 
from the boys on the floor, and 
such suggestions should al- 
ways be encouraged. The 
smartest .buyer in the world, 
lacking the wholehearted co- 
operation of each and every 
sales person, will fall short of 
his objective. Complete coop- 
eration on the selling floor, on 
the other hand, can often ac- 


complish amazing results. 


So Says Charles McCarthy of 
Sage-Allen Co., Hartford, Conn. 


' N YHEN Charles McCarthy took over the job as 
shoe buyer for the Sage-Allen department store 
in Hartford, Conn., one of his first acts was 

to set up a policy of having good established lines of 
shoes, with prices falling into natural groups. 

Sage-Allen is one of New England’s fine quality 
stores. Previous to McCarthy’s coming, the shoe de- 
partment had many sales and many, many price lines. 
The September, 1933, inventory valued the stock then 
on hand at 27 cents on the purchase dollar. 

The business of the house was not worth much to 
any one manufacturer for there were some 150 lines 
represented. This has now been cut down to a total 
of six lines in the women’s and children’s departments. 
Instead of having three sales a month, the department 
only has those few events which are considered neces- 
sary by all good shoe merchandisers. 

Mr. McCarthy believes it is practically impossible 
to build a good substantial shoe business on sales. At 
first it was slow building. Real customer reaction to 
the change in policy did not materialize for some 
four months, during which time some intensive adver- 
tising was used to acquaint the public with the change. 
This previous three-sales-a-month method was not the 


_ general policy of the house, so the shoe buyer had 


Six Lines and An 


the support of the management in the change of policy. 

Three general price lines were established. The 
$6.50 line (Allenette) consisted mainly of style and 
sport type shoes. Half of this grade might be con- 
sidered as staples and the balance in and out novelties. 
Two manufacturers supply the shoes in this field. 

The next grade was a two-dollar jump, retailing at 
$8.50. There are no staples whatever in this line, 
which consists wholly of style turns supplied by two 
manufacturers. Only one manufacturer supplies the 
shoes in the $9.00 and $10.50 grade, as this grade is 
confined to the corrective types. Many good substantial 
lines were eliminated in the house-cleaning process, 
but conditions were such that a certain amount of 
ruthlessness was necessary. 

Now for a few immediate results based on last 
month’s sales. Pair sales in the top grades, whose 
average price is $9.50, were four times as many as 
those in the $6.50 line. As many pairs of the top 
grades were sold last month as were sold during the 
last six months of 1933. And with 60 per cent less 
inventory. Spring sales plans call for a doubling of 
this volume. 

Hartford is a typical woman’s shoe town. Many 
great insurance companies maintain their main offices 
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ORGANIZATION 


Will Beat 150 Lines and a Nightmare 


there, and the city is the capital of the state. Within 
four blocks of the Sage-Allen store are 22 shoe outlets, 
most of them chains, featuring prices up to $3.95. In 
this area, too, are some very fine shoe stores and shoe 
departments, as well. 

Before McCarthy spent a nickel or even outlined 
his department policy, he made a two-day survey of 
the city and checked conditions quite accurately. His 
conclusions, resulting from this study, led him to con- 
centrate on the price field as outlined. The next job 
was to select those outstanding manufacturers who, in 
his opinion, would best serve this market. 

According to Mr. McCarthy, 10 per cent of a buyer’s 
job is in the selection and buying of merchandise, 
while 90 per cent of his effort should be devoted to 
the selling of the goods. That is why he spends fully 
80 per cent of his time right on the floor. 

There are some interesting sidelights on the relations 
between the buyer and his selling staff which came 
out in this interview. To quote a few: “Buyers are 
constantly learning new ideas which they get from 
their contacts with other buyers, trade papers, traveling 
salesmen and from personal contacts with the market. 


Sage-Allen’s opening 
Spring window. Half 
page newspaper ad- 
vertising backed up 
this window display. 
Similar publicity was 
used in the other 
price grades. 


Now if all this information remains a personal secret 
with the buyer, it does not help his staff one bit. 

“When a buyer promptly transmits his buying trip’s 
ideas and enthusiasm to the boys and girls who work 
with him, he has given them a keen picture of con- 
ditions. This enables these people to have a clear 
understanding of what is new and what is to be offered 
in the near future and why. A sales staff with that 
understanding at their command can always sell shoes 
with real intelligence. 

“A little romancing on the buyer’s part about the 
different types of shoes purchased, plus a story on how 
to present the merchandise to the public, will do more 
to train an organization than all the “give-em-hell 
meetings” ever invented. 

“Working along with the selling staff from that 
angle helps the salespeople to present the merchandise 
in the best possible way, for they will know what shoes 
are bought for what purposes. We have a definite 
reason for demanding this knowledge because we re- 
quire our salespeople always to present three pairs of 
shoes, each for a different purpose, to each customer, 

[TURN TO PAGE 36, PLEASE] 
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Decorated cartons 
create the illusion 
of building blocks in 
stock shelves of the 
children’s depart- 
ment, Thayer Mc- 
Neil Company, Bos. 
ton. How this effect 
is obtained is de. 
scribed in this 
article and _ illus. 
trated elsewhere on 
opposite page. 
Chairs and daven- 
ports are miniature 
reproductions of 
adult living room 
and club furniture 


The main idea in planning a children’s depart- 
ment is to have some one place in the store 
where children will be content to sit quietly 
while being fitted from a stock conveniently 


close to the selling floor. 


like a good idea; so do hobby horses and swings. 

Some years ago everyone went in for merry-go- 
rounds. The vogue for this type of equipment was 
based on the undoubtedly sound idea that children like 
to go where they will be amused; but it neglected to 
take into consideration the equally sound thought that 
it is a bit difficult to fit shoes to the feet of a child in 
motion. 

After all, the main idea in planning a children’s de- 
partment is to have some one place in the store where 
children will be content to sit quietly while being fitted 
from a stock conveniently close to the selling floor— 
a floor, moreover, which is not so encumbered with 
playthings as to imperil the lives (or at least the shins) 
of the selling staff. 

Reasoning along this line, the Thayer McNeil Com- 
pany of Boston has installed on the third floor of its 
main store a children’s department combining many 
features which are conventional with others which are 
unique. 

Among the latter is the furniture—chairs and daven- 
ports which are perfect duplicates, in miniature, of 


Si boxes in the children’s shoe department seem 


those found in living rooms and the lounges of well- 
appointed clubs. In these over-stuffed seats the child is 
really comfortable, with back against the back of the 
chair or davenport and seats narrow enough so thal 
juvenile legs do not extend out uncomfortably parallel! 
with the floor. The chairs are upholstered in cream- 
colored leather edged with red; the davenports in red 
fabric edged with blue. 

Seated, the child faces a wall of two shades ‘of light 
blue. What he sees is not row after row of cartons with 
printed labels announcing size and style, but a wall 
which carries along its top a frieze of the conventional 
Mother Goose characters, beneath which are what 
appear to be pyramided piles of building blocks embel- 
lished with figures, letters, flags, stars and convention- 
alized designs of several kinds. These are in the shelv- 
ing space ordinarily *deyoted to cartons and which 
space, as a matter of fact, is devoted to cartons, but so 
decorated and so arranged as to create the illusion of 
piles of blocks. 
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To secure this effect, all cartons are racked on their 
sides. By edging a portion of each of six cartons with 
red and by painting on each carton a portion of the let- 
ter, figure or design which is to be used, one can, by 
grouping these six cartons in their proper order, pro- 
duce a perfect square, red-edged, like a building block, 
and carrying on its exposed face the design decided on 
for that particular section. 

By using two sets of six cartons each, with two blank 
cartons between, there can be created the picture of two 
blocks with a space between them. Carrying this idea 
out, or multiplying it, it is easy to see how whole piles 
of blocks can be built into any desired carton section. 

The effect of blocks is still further heightened by 
striping with yellow or with white the exposed faces of 
those cartons used to make up the block designs. Nor 
is the usefulness of the carton destroyed by this treat- 
ment, as they will contain shoes when the stock is com- 
plete and, being substantially made, can be handled 








The hosiery count- 
er, near the depart- 
ment entrance, is 
blue and white and 
is shaded by a vivid 
red and white awn- 
ing. The elephant 
and other interest- 
ing freaks of Nature 
in the carpet were 
woven separately 
and then inset into 
the high-pile carpet 
of deep blue. 


HELPS FITS ond SALES 


many times before it will be necessary to replace them. 

Facing the elevator as one enters the department is 
the hosiery counter with rounded face and decorated 
in blue and white. Above the counter is a vivid red and 
white-striped awning, a duplicate of which shades the 
elevator entrance on the opposite wall. 

The same curved design has been used in constructing 
the fitting platform for very small children at the oppo- 
site end of the department. Behind this platform stand 
those members of the selling staff not actively engaged 
on the floor. 

Another unusual feature is the specially-woven, high- 
pile carpet of dark blue, contrasting with the two shades 
of lighter blue used on cartons and woodwork. Inset 
into the woven fabric are figures of animals—an ele- 
phant, a Mickey Mouse and others which all children 
love. All in all, this is a business department, so de- 
signed, however, as to get the child’s interest and make 
him comfortable enough so that he will stay put. 

















" 
































wee 
i . \\! | 


\" 
II | i jill 
v i! 


|! fail 
ll ltl! o jl! 























amd 


Colors play such a dominant part in today’s selling of shoes that it is very important that the color phase 
be featured in your window displays. The popular color for immediate selling of women’s shoes is blue. 
This color is being featured in wearing apparel for women, and to complete the ensemble they must have 
shoes to match. This window has a string of signal flags that spell “Navy.” The silhouette of a battle 
ship should be navy blue, as well as the water. Correct colors for the signal flags are: N, blue and white; 
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A, blue and white; V, red and white; Y, red and yellow 


Play Up What Theyre Buying 


Now's the Time to Promote Blue Shoes 
for Women, Browns for Men, in Windows 


N | OW that the Easter selling period is past, what’s 
the window display story for the shoe store 
between now and the time when merchants 

will be planning the initial push on Summer footwear, 

which, for the average store, might well coincide with 

National Sport Shoe Week, May 22-29? 

The new thought in window display is the idea of 
definite window sales promotion—using your windows 
to sell specific kinds and styles of merchandise for a 
specific use and occasion, instead of just merely to 
show a miscellaneous assortment of shoes. Taking 
his cue from this idea of displays to sell specific styles 
and types of shoes, the merchant should first ask him- 
self what kind of shoes can be sold through an in- 
tensive promotion, with newspaper advertising and 
windows carefully coordinated, during these interven- 
ing weeks between early Spring and Summer. 

Tue Recorper this week suggests two window dis- 
play ideas designed to serve as an answer to this 


question. The vogue of blue shoes for women is now 
sweeping the country. Blue was outstanding in the 
pre-Easter sales of shoe stores the country over. Some 
observers estimate that this color accounted for as 
much as 75 per cent of the volume in women’s shoes. 
In most localities there is every indication that blue 
will be very big through April and well into May, right 
up to the beginning of the white shoe season. Under 
these circumstances it is logical to plan a promotion 
of blue shoes to be launched at once, thereby enabling 
the individual store to cash in on this tremendous 
populurity of blues. 

So we suggest an original background for a blue 
shoe window, which should appear very shortly in 
conjunction with an impressive newspaper announce- 
ment featuring blues and playing up the strong fashion 
appeal of blue shoes this season. The initial adver- 
tising splurge should be followed up with additional 
advertising on blue shoes from time to time, as long 
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as the buying public continues to show sufficient in- 
terest to warrant continued promotion. In planning 
windows and advertising, it is always important to re- 
member that it is very much easier to swim with the 
tide than against it, and that the best time to sell a 
given type of merchandise is when the public is in the 
mood to buy. The early Spring sales of blues to date 
have left no doubt in the minds of anyone that this 
is a season when the feminine public is blue-minded. 


N men’s shoes the situation is different, but here 
again the obvious thing in planning sales promotion 

for the next month or six weeks is to take your cue 
from what customers are buying. The most important 
trend noted this season in men’s shoe buying is the 
increasing volume of men’s brown shoes, as compared 
with black. It is a very significant development, for 
it suggests the possibility of an increase in total num- 
ber of pairs sold at retail. Every men’s shoe merchant 
knows that one of the things that has operated to hold 
down volume of sales in men’s shoes has been the 
great preponderance of black over the past several 
years. Repeated efforts have been made to stimulate 
an interest in brown and tan footwear, but apparently 


these efforts were ill-timed; at least they failed to stir- 


up any marked increase in demand for brown shoes. 

Now the situation has changed. Whether through 
the natural evolution of style, plus the desire for 
something different, or through some subtle change 
in the psychology of the customer brought about by 
improved economic conditions, a renewed interest in 
brown footwear is asserting itself, and the men’s shoe 
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merchant should be alert and enterprising enough to 
profit by the change. It is interesting to observe that 
these new developments in men’s styles influence in 
their inception a limited number of men in the com- 
munity. The demand for brown shoes this Spring 
shows itself first among the “smart dressers,” these 
young fellows and men of early middle age who are 
quick to note and take up any style that’s new. More 
slowly the change in fashion percolates through to the 
masses of customers, and sometimes it is several sea- 
sons before the more conservative types of men cus- 
tomers can be induced to follow along. 

Proper publicity and display, however, can be made 
to accelerate the process of consumer acceptance, for 
good advertising and effective showing of the goods 
themselves tend to break down sales resistance and 
overcome the inertia that often stands in the way of 
the acceptance of new ideas. 


ND so the RecorDER suggests that between now 
and Sport Shoe Week, men’s shoe merchants 
should devote a very considerable part of their promo- 
tion to the development of a brown shoe consciousness 
among men which will be reflected in increased sales 
of men’s shoes, not only in this season but during the 
Fall and Winter and for several seasons to come. This, 
as we see it, is the logical promotion in men’s shoes 
for the weeks intervening between now and National 
Sport Shoe Week. We offer a suggestion for a brown 
shoe window background, to be used with a display 
of brown footwear in all the season’s popular shades, 


finishes, lasts and [TURN TO PAGE 36, PLEASE] 
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Brown is the featured color for men’s shoes right now. Here is a rustic idea in keeping with this type of shoe. Make a simple example 
of hurdles out of plain lumber. Leave it in natural finish or paint it white. On the cross bars mount letters cut out of wall-board spell- 
ing out the phrase “Brown Shoes for Men Jump into First Place.” Paint these letters brown. 
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Sandals 





































An Extra Profit 





ATCH this Summer’s trend in men’s 
sandals. 

Stores in Florida and those shops 
in the North that specialize in Southern foot- 
wear report a tremendous sale on men’s san- 
dals. Sandal manufacturers are working day 
and night on orders. Those stores that had 
good sandals last season sold thousands of 
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pairs. r 
As a general thing, men’s sandals have ' 
a n 
It happened at Deauville originally—this novel idea of men’s not been Pop ular before because anid wa y 
sandals, which was soon taken up at our Southern resorts and is good ones have been on the market. This 
now spreading over the country. Photo shows the editor of aD E 
j Figaro, of Paris, M. Gustin, wearing a sandal similar to No. 2, year it " different, aed there ane “7 good tl 
| a loose knitted material, with rope ties. — Gustin is wearing patterns in a wide variety of materials and 
| a wooden sole sandal. : ‘ s 
es. 
i No. 1. Made with both leather and rubber soles. for a wide variety of purposes : it 
No. . fd loose weave French de ag ge oe . Two types of sandals for men are being f 
j No. 3. mething new—a wooden so sandal which bends. ‘ ee ; 
i No. 4. An all-rubber sandal which can be made sanitary. offered in Miami this season, and sales of f 
No. 5. This one has cork soles and heels. It floats. both have increased very materially over b 
No. 6. Not only cork soles and heels, but Elastik uppers. 


No. 7. Made both with leather and composition soles, elk uppers. those of last year. The first is an all-leather 
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Wing Their Way North 














Opportunity for Men’s Shoe Merchants 


sandal, used principally for lounging or cabana wear, 
and worn for light sports. It is well adapted to wear 
while driving an automobile. Light, airy and comfoit- 
able, it makes an ideal “solid comfort” shoe where not 
much hard wear is given it by the wearer. The visitors 
preferred the all-white elk finish, while the native wore 
the natural and brown colors. 

The second type is an all- 
rubber sandal made with an ex- 
ceptionally heavy sole. This 
makes it a practical shoe for 
wear on the hot sands or on the 
pavement because the heat does not penetrate it, as is 
the case with the average light weight bathing shoe or 
sandal. They are made with a fitted strap across the 
instep, fastening with a snap, and the foot is held 
firmly in place. This makes it a most practical sandal 
for wear while driving the automobile to or from the 
beach or for walking from home to the ocean. Because 
so much of the foot is exposed to sunshine and air, 


> sail 


it is cool and comfortable to the foot. This may be 
the reason why it is being adopted by a large number 
of men for home wear and particularly for use in the 

garden by the man who likes to work out-of-doors. 
This idea of sandals for men originated in Southern 
France. Men practically lived in sandals at the resort 
places. Gradually the wearing of 
sandals spread to other parts of 
Europe. It is predicted that their 
use will be as widespread as the 
current use of sport shoes in this 
country for the coming season. 
England experienced a fair sale on sandals last year. 
Over there they made them like a heavy turn, some- 
thing like a McKay in this country. These sandals 
retailed around $7.50 and were quite substantial. 

Many men wore them at the Summer resort places. 
Even Germany took to sandals, not only for resort 
wear but for use in the nudist colonies. The only 
[TURN TO PAGE 38, PLEASE] 
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We had occasion to walk along a busy shopping 

street last Saturday and while looking in the 
shoe window, we heard a voice: “This store is on 
strike. It will not pay a living wage.” The cry was 
continued from time to time as the picket walked up 
and down in front of the store. The picket wore no 
placard or any identifying symbol indicating that he 
and his fellows were on strike. 

Vocal picketing is something both startling and 
alarming. Timid shoppers (and most women are) 
paused in the doorway and then walked away. A little 
crowd gathered to see what was happening. A police 
officer dispersed the crowd but permitted the picket to 
continue his cry: “This store is on strike. It will not 
pay a living wage.” The disturber of store business 
was relieved every hour or so and it seemed as though 
more lusty voices carried the message to possible 
shoppers. 

There were no customers within the store yet it was 
a day when by every other token, every seat should 
have been filled and the bell of the cash register should 
have made merry music in the ears of the merchant. 

After observing the situation for a time, we entered 
the store. The merchant was pacing up and down 
wondering as to the outcome. We said to him: “Why 
are the boys on strike?” He said: “They want more 
money and I can’t pay it.” 

We asked him a number of questions and then sug- 
gested: “If you are in the right and you have complied 
with the codes, why don’t you put a big poster in 
the window, right up against the glass, telling your 
story—telling the customers that you are living up to 
the codes; that you are paying the requisite wages; 
that you are observing the proper hours and that there 
is no interruption in service, etc.?” We departed and 
returned later in the day and saw no sign of battle 
for business on the part of the merchant. 

We then made inquiry and discovered that the mer- 
chant had evolved a system of store operation built 
on code wages of the minimum order. It is true that 
he paid “no less than at the rate of $14 a week for 
a 40-hour work week; or less than at the rate of $14.50 


\ JT OCAL picketing is something new and startling. 


The Menace of the Minimums 





per week for a 44-hour work week; or less than at 
the rate of $15 for a 48-hour work week”—but he 
paid all the salesmen minimum wages. There were 
none other in the store but minimums and he had twice 
as many salesmen as ever before but saw to it that 
the commission rate on which he figured the number 
of sales against salary would enable no man in the 
store to make more than the minimum. 

This store contained salesmen who had never worked 
for less than $25 a week—yet these men could cke 
out only a minimwn wage even though they might be 
married men with families. The men had a desire to 
fit shoes right and to service the customers—and you 
know what that means—understanding feet and fitting 
and an adequate length of time with the customer to 
fit right and well. 


ine men were not protesting the employment of 
more men but were asking for an appreciation of 
the fact that an experienced shoe man of some years 
standing should be given an opportunity to make a fair 
living on the basis of his usefulness. To classify experi- 
enced men and green men on the same wage level was 
their main grievance. To be given an opportunity to sell 
more shoes on a commission basis was their desire. 

Now this case may have been an exception but the 
fact that the strike was called on a number of stores 
indicated that a new trend of competition had entered 
the field of shoe selling and some merchants were con- 
sidering shoes as package goods—to be peddled by any 
boy who could stand on two feet and say: “Yes, 
Ma’am.” 

None of the better grade shoe stores were affected. 

The answer was quite apparent in the price tags 
on the shoes in the windows. The shoes were what 
might be termed “hot sellers” and “eye catchers.” If 
better values and better prices were asked, perhaps 
the problem of the shoe fitter’s wage might have been 
solved. “Selling close” leads to “being close.” 

Now the reader might well say—a good shoe fitter 
can go elsewhere but we talked with some of the boys 
who had been pounding the pavements for months 
[TURN TO PAGE 38, PLEAS" ] 
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Ne. 7825 


White Elk Ven- 
tilated. Hand 
laced vamp. 
Nap Sole. 


No. 7955 

Genuine 

Pig. Fawn 
Brown calf sad- 
die. Leather 
Sole. 


Pied Piper Sport Oxfords 
for Spring and Summer 
pos ‘are the choice of an im- 


foun Dee Elk. “a 
ainu 
rows pressive group of buyers 


uarter. a 
Sole. ” for leading retailers. These 
patterns — their fit, com- 
fort, quality and value— 
are the reason why. 


IN STOCh 


In stock—AAA to C—Unbranded—Or- 
der from this advertisement or send for 
your copy of the new 48 page full color 
Pied Piper catalog. 


Naathon Shoe Co; A iy, White Elk Ven- 
0 tilated. Nap 
¥ es Sole. 


No. 7855 


Genuine 
White Pig. 
Nap Sole. 


Manuf ers of J ile Foot 
Exclusively Since 1914 


WAUSAU, WISCONSIN 





No. 4305 
Brown Calf. 
Burgundy Trim. 
Leather Sole. 




















lee IDEAS FOR 


CO-OPERATIVE PROMOTION 


. Use teaser ads in newspapers a full week ahead of the 
appearance of the Special Sport Shoe Section. 


. Have letters or post card announcement, listing partici- 
pating stores, sent out to every family. 


. Hold a Sport Shoe Style Show in a local theatre; invite 
local theatre guild to cooperate. 


. Arrange for minute Talks to be given by sportsmen and 
sportswomen at movie theatres; have proclamation 
by mayor to open the Week. 


. Have short talks by local sports stars over radio; also 
arrange short “spot” announcements. 


. A Sport Shoe Parade on opening day will get a lot of 
attention. 


. Play up “N.R.A.—more time for play” and “Make the 
cheerful change to Sport Shoes.” 


. Have prizes for best and second best window displays. 
. Arrange contests for children and adults. 


. Have newspaper stories about sport shoe styles; also 
stories about active sport shoes by local sports people. 
Keep papers alive with ads and articles. 


. Have a Sport Shoe Section or Supplement, using edi- 


torial features and Sport Shoe Week ads from various 


stores. 
12. Have Sport Shoe Week stickers to use wherever possible. 


13. Have apparel, clothing and other stores display sports 
wear. 

Use banners and Sport Shoe Week Posters everywhere 
possible. 


Select Sport Shoe Week colors and use throughout. 


14, 


15. 
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Time to 
For SPORT 


Cooperation and Continuity 
Are Important Factors 
In Successful Promotion 


by Boot anp SHOE ReEcorpeER and promoted by 

thousands of shoe merchants in hundreds of 
towns throughout the country, holds promise of tre- 
mendous success wherever a real effort is made. 

It’s a “natural.” 

Past promotions have helped in building up a con- 
stantly increasing public interest in sport shoes. Mil- 
lions of people have yielded to the urge of health 
and smartness to “Make the cheerful change to sport 
shoes.” 

Now N.R.A. gives new leisure to millions of em- 
ployed Americans. Stores throughout the country have 
already capitalized the opportunity. May Company 
in Los Angeles promoted ideas for the new leisure— 
“How to spend those new N.R.A. longer leisure hours.” 

In New York, Macy’s staged an elaborate Hobby 
Show—with numerous exhibits and daily lectures on 
hobbies of various sorts, playing up a quotation from 
Matthew Woll, vice-president of the American Federa- 
tion of Labor. 

“Leisure is no longer a_ privilege, 
but a condition of life.” 


In Chicago, Marshall Field’s “Sport Huddles” have 
become a Saturday feature of great interest; stars of 
the sports world are featured. 

One again America takes to the out of doors. Every- 
body—men, women and children—planning to be out 
in the open as much as possible, and most of them 
having more time than ever to loaf or play! It’s up 
to shoe merchants to emphasize and dramatize SPORT 
SHOES! 

The build-up begins with good stocks of good styles 
—carefully selected to meet local requirements and 
meet the demand. To arouse interest, and then dis- 
appoint customers who come to the store leaves a 
bad impression—loses customers. 

A COOPERATIVE PROMOTION PROGRAM is 
the best way to put the event over in a big way. The 


Ts fourth National Sport Shoe Week, sponsored 





BOOT AND SHOE RECORDER, April 14, 1934 


Team Up 
SHOE WEEK 


MAY 22-29 


By R. E. ANDRUSS 


many advantages of cooperative effort have become 
pretty generally known and appreciated. Yet there are 
still some towns that are not alert to the possibilities. 

When one good shoe store features Sport Shoe Week, 
it commands attention and interest, but when several 
good stores unite in the promotion, a bigger, better 
job can be done and the results are multiplied many 
times, with increased benefits to each individual store. 

Merchants and newspaper men should cooperate. 
An early meeting should be called to get things started, 
and men should be selected to have charge of various 
features of the promotion program. Also, at this meet- 
ing the newspapers should be given an idea of how 
much space each store will use, so that they can plan 
a layout and editorial cooperation for a special Sport 
Shoe Week page or section. 

A practical set-up of “officers” to carry out a co- 
operative promotion program would include the best 
men that can be selected as— 

Chairman (in general charge of the promotion). 

Secretary and Treasurer (to collect special fund). 

Display Counsellor (to help each store have good 
display). 

Advertising Advisor (to cooperate in writing up ads). 

Feature Promoter (in charge of special features) . 

Radio Director (plan and prepare radio features). 

Newspaper Contactor (to work with newspaper men). 

Such a committee, knowing the newspaper space 
and funds available, can plan the best possible pro- 
gram. Working together they should produce some- 
thing mighty good, if you get the right men in the 
right place, and let them designate their own assistants. 

Boot AND SHOE REcorDER will cooperate with many 
practical ideas to be given in forthcoming issues. 
Newspaper and direct mail advertising, displays, con- 
tests, and special features will all be given attention, 
to the end that shoe merchants in every community 
will be able to make the most of Sport Shoe Week, 
May 22 to 29! 














ike. IDEAS FOR 


INDIVIDUAL PROMOTION 


. Have Sport Shoe folder to use as package enclosure. 
. Use Sport Shoe Week colors in windows and in store. 


. Group sport shoes for active sports and spectator or 
street wear in window displays. 


. Use Sport Shoe Week posters in windows, and in store. 
. Have sport shoes displayed liberally in store. 
. Have salespeople wear sport shoes in store. 


. Arrange a “miniature style show”—just a small stage— 
only shoes and legs of models showing—in your store. 


. Have clothing and apparel stores show your sport shoes 
(with “courtesy of ” card) in their windows with 
appropriate costumes. 


. Take fairly good sized space in Sport Shoe Supplement, 
and merchandise the ad well. Use follow-up ads. 


. Have people from local clubs as “salespeople” in your 
store on different days. Small percentage of sales to 
the club. 


11. Arrange a golf day, tennis day, Scout day, etc., with 
representative people on hand in the store. 


Send out Sport Shoe Week invitations to your customer 
list. 


12. 


Use vacant store windows for sport shoe displays—plan 
a setting that requires but few shoes. 


13. 


14, 
15. 


Tie up your radio program with Sport Shoe Week. 


Have your stocks sized up (with hot numbers) so that 
you will not miss sales. 
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Selling Shoes is Born in You 


kind to have coordination and cooperation to make 

up the perfect selling unit. The management of 
every store in the country would like to have this unit 
and to make it as perfect as it possibly can be made, 
which, without question, would increase the sales of 
the establishment. 

There must be an absolute harmony in the three main 
factors of the store or the department. The manage- 
ment must be in harmony with the buyer and the buyer 
must be in harmony with the selling group. If the 
management decides that the buyer is wrong, the buyer 
must go, or if the management decides that the selling 
group is not right, the selling group must go. It is 
important that the right people fill the correct positions 
to make the smooth working machine that constitutes 
a coordinating and cooperating unit. When this has 
been created, the selling record of the force will go 
up and if the proper effort is put behind the selling the 
record should and will go to the highest possible mark 
that has ever been reached in the store. 

The three ways to create the greatest selling effort 
possible, without awards, without P.M.’s, and without 
cash contests, are: First, loyalty. If the buyer in a 
department has a loyal sales group working for him, 
he can do many great things. If he feels that he can 
rely on his salesmen to give that last little bit of effort 
out of friendship rather than out of the possibility of 
making an extra $.20, he should know that he is going 


[ is absolutely necessary in a retail store of any 


But a Good Salesman 
Can be Made With 
Loyalty and Team Work 


By RUSSELL BELFIELD 


of W. H. Steigerwalt, Phila. 


to get a greater service from his friend rather than from 
his employee. He should realize the necessity of com- 
ing in closer contact with the people working for him; 
listening to their troubles and forgetting for a little 
while that he is a boss and be more of an adviser. 
When the proper feeling between these two factors in 
the selling unit has been created, then it will be the 
maxim of effort, and with the maxim, those few extra 
pairs at the end of the day, the end of the month, and 
the end of the year will make a great difference. 
After loyalty comes team work. It is an unusual 
thing to find a sales force who realize that it is better 
for the store to sell a pair of shoes than it is for them- 
selves to sell a pair of shoes. If the salespeople will 
help each other rather than be selfish and possibly have 
petty jealousies, the sales will go up. If they could 
realize that a group of people working as a team can 
do more than the individual working by himself, | 
imagine that this would be one of the hardest jobs a 
buyer could have, to create a feeling of team-work in- 
stead of the normal feeling of personal achievement. 


ERSONAL achievement is a fine thing, but if the 
sales person will combine that ability with the ap- 
preciation of team-work, you have perfection. It means 
just this: that the individual should not be interested in 
whether “I make a sale” or whether “you make a sale,” 
but in whether the store makes a sale. When these two 
factors, loyalty and team-work in the selling group. 
have been obtained then it would be a good idea to work 
on the pride of the selling force, and this brings us t» 
competitive selling in a small degree. 

No prize awards, only the satisfaction of knowin: 
that your selling has led for the month. Sales ratinz 
for the month will do this and in a very few months 
the pride of the sales force will keep the same person 

[TURN TO PAGE 38, PLEASE | 





4 In the Inter-animallegiate Track 
and Field Meet, Leaping Lena, the 
Australian entry for the pole vault, 
established a new RECORD by 
clearing 21 feet, 3 and % inches. 





HECK this up with your 
profits on men’s street and 
dress shoes: 
Savages say that whoever wears 
a portion of an animal (tail of a 
fox, feather of an eagle, etc.) will 
develop the virtues of that animal. 
On that theory American athletes 
might well wear shoes of Kangaroo 
to increase their speed and agility. 
As a matter of fact athletes 
have insisted upon shoes of Kan- 
garoo for nearly forty years. More 
surprising, these shoes do increase 
their speed and agility! But this 
is not magic, for athletes benefit 
from shoes of Kangaroo because 








it is light weight, pliable, and yet the strongest, weight for weight, of any 
leather known. 

Add to its lightness, its strength, and its resistance to scuffing, the fact 
that the better grades of Kangaroo take a high, brilliant polish, and you 
will understand why Kangaroo has become so popular in the field of men’s 
street and dress shoes. 

Street and dress shoes of Kangaroo give such consumer satisfaction and have 
won such nation-wide popularity, that manufacturers offer them now in their 
styled and in-stock lines. Dealers favor them on account of their imagination- 
provoking advertising and merchandising possibilities; because they bring 
customers back for repeat sales; on account of their profit power. 
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N idea is an idea, regardless 
A of where it comes from. The 
following received from Arthur 
Jacoby, Berlin, Germany, came by 
mail and not from the result of a 
personal call. A letter is mailed 
to every customer who did not have 
the personal advice of Mr. Jacoby 
nor the advice of his orthopedist 
while the footprint (which is taken 
from every customer without any 
exception before selling) shows 
that he might need an improvement 
of fit, either through the use of sup- 
ports or through correction of 
poise. Many customers, Mr. Jacoby 
tells me, are following this invita- 
tion which creates the atmosphere 
of confidence and good service. 

A little paper ticket is clipped 
to the first eyelet on each new or 
repaired shoe that leaves the store. 
“The five-line, eight-word message 
suggests the use of our shoe 
polish. It is remarkable how this 
little ticket will cause the sale of 
polish and prevent the use of cheap 
products bought in the nearest drug 
store,” writes Mr. Jacoby. 

A descriptive folder telling of 
the need and advantages of shoe 
trees goes in each shoe package as 
it leaves the store, provided of 
course no trees have been sold the 
customer. 

“There is no such thing as bad 
business. There is only bad show- 
windows, poor advertising, wrong 
store policy, and sometimes too 
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much laziness in ourselves,” con- 
cludes this old-time retail shoe mer- 
chant, who has sold perhaps more 
American shoes in Germany than 
any other, in the course of his 


career. 


EAT little cubby-holes built 
into the swanky new depart- 
ment service desk at the Fair, Chi- 
cago, take care of the salesmen’s 
books both with style and conve- 
nience. The desk has gone modern 
with its natural wood finish and dark 
brown trim and the cubbys come 
in for their share of the elegance. 
They are just wide enough to hold 
one book and deep enough to hold 
three thus making place for 117 on 
rush days. Numbers are printed in- 
conspicuously on each one so there 
is no chance of confusion. They 
slope backward making an easy 
give and take as well as preventing 
the books from slipping out if 
shoved in in a hurry. In speaking 
of this new improvement S. Katz 
says, “It’s just wonderful! No more 
misplacing of books or carrying of 
them around in the pocket or leav- 
ing them around on the floor or 
other objectionable places.” He 
went on to say that during a recent 
two days’ sale not a book was lost 
or even mislaid. It certainly makes 
for efficiency, simplicity and speed 
in service, says Mr. Katz. 
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ARWOOD’S Booterie joined 

with the Berkeley, Calif. 
Chamber of Commerce in the use of 
cellophane envelopes for “change” 
in an endeavor to foster a Buy in 
Berkeley movement. 

These envelopes were just the 
size to to hold a dollar bill, and 
were used for this purpose in giv- 
ing a customer his change. In 
bright red printing, a message 
read: “BUY NOW and Buy in 
Berkeley. Keep This Money Work- 
ing to Keep Your Neighbor Work- 
ing. Berkeley Chamber of Com- 
merce.” 

Some objection was made to the 
use of these envelopes by federal 
officials who claimed they would be 
an aid to counterfeiting, as counter- 
feit money was as often detected 
by “feel” as by appearance. How- 
ever, the envelopes in circulation 
were not recalled, and it was felt 
locally that the benefits far out- 
weighed any counterfeit possibili- 


ties. 


ESMOND’S fine branch store 

at 5500 Wilshire Boulevard. 

Los Angeles, has been able to in- 

crease the sale of shoes through the 

use of a series of mirror-backed 

shelves used as sample display 

shelves. The store is one of the 
city’s best men’s stores. 

One pair of each of the leader 

numbers is placed on one of the 
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shelves, the whole number being 
lined up in regular order about 14 
in. apart. M. B. McIntyre, the 
manager of the department, says a 
large number of his young men 
customers make their selection 
much as a department buyer does 
when he selects from the showings 
of a factory representative. 

The mirror idea is used for two 
purposes. When a shoe sits in front 
of a mirror you see it from two 
angles, seeing both a front and a 
back view, and in general the mir- 
rors at first glance give the effect 
of a much larger stock. 

The incidental sales have been 
greatly increased by this arrange- 
ment and the comparison between 
styles and colors is more quickly 
made. Mr. McIntyre finds also that 
the display of samples saves time 
for the salesman, the customer be- 
ing quite fully decided in his mind 
as to what he wants before he sits 


RCH shoes should always be 
displayed upside down for 
maximum effectiveness, according 
to H. F. Hintz, manager of the 
Novelty Shoe Co. store in Greeley, 
Colo. 

“We find,” says Hintz, “that 
when shown in this position, an 
arch shoe is one of the best possible 
attention arrestors. Its special con- 
struction features attract the eye not 
only to the particular shoe dis- 
played but also to other merchan- 
dise. We always give these num- 
bers a prominent position in our 
windows. 

“Another thing we consider very 
important is the establishment of 
definite locations in a window for 
different items. We always have 
children’s shoes in one place, wom- 
en’s in another and men’s in a third. 
And under each of these divisions 
are sub-divisions for comfort shoes 
and other items. 

“People who pass the store regu- 
larly—and a majority of people do 
in a town of 12,000—are much 
more impressed when they constant- 
ly see the same items in.the same 
places. One person is interested in 
only one item, but he always knows 
where to look for it when he is 
ready to buy. 

“We have also discovered that 


our better grade shoes always sell 
better than anything else when 
placed in the front of the window.” 


E. WARD, manager of Reed’s 
¢ shoe store in Louisville, 
makes a successful bid for a profit- 
able type of transient trade by di- 
rect mail. Every week a stage show 
comes to the National Theater and 
often there will be 35 or 50 girls 
in the show. Mr. Reed writes a 
friendly letter to these stage girls 
to the hotel where they are staying. 
As the store is very convenient to 
the theater, it is easy for them to 
drop around in the limited time 
they have and they are glad to know 
a place where they can shop. Out 
of a hundred letters the sales re- 
sults are from 10 to 12 pairs of 
shoes sold. 

In any event it is a good will 
builder at small expense. The let- 
ters, printed by the thousand, are 
inexpensive and are not even 
mailed. One of the sales force of 
the store takes them over to the 
hotel and asks the clerk to put them 
in the mail boxes of the girls. 

Mr. Ward was enthusiastic over 
the results as he said this class of 
trade is easy to sell and there are 
no come-backs or adjustments. The 
store, of course, extends the cour- 
tesy to the theater of putting a small 
display bill of the current show in 
their window. This is comparatively 
inconspicious and does not detract 
from the window display. 


Press ve I 


S. BIRD, proprietor of Bird’s 
eBrownbilt Shoe Store, Los 
Angeles, who finds his sales volume 
running nearly 35 per cent above 
last year, attributes a good percent- 
age of this growth to a “four-angle” 
window display idea, the display 
idea used in promoting every shoe 
that he wants to put over in a big 
way. 

Mr. Bird always takes four pairs 
of shoes, exactly alike even in color, 
and places them in a group one 
pair showing the appearance from 
the front or toe, one from the heel, 
an done from each side. The hot- 
test spot in the window naturally 
is given to the display. Plenty of 
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space is given the lay-out and a 
large card, hand-made in the store, 
designates the features. 

“The idea that windows mean 
little in a neighborhood where the 
people are for the most part wage 
earners except when a price appeal 
is made, is all the bunk,” says Mr. 
Bird. “The people here are as sus- 
ceptible to a style or a comfort ap- 
peal as they are in a bon-ton local- 
ity. The thing needed, as I find it, 
is window emphasis on individual 
numbers without introducing so 
much merchandise you confuse the 
mind. The ‘four-angle’ method I 
use seems to do the stuff.” 


Pree eeh A 


HE “double sale” is what 
pleases the heart of every true 
shoe salesman. 

W. H. Woods, manager of May- 
koff’s Classic Shop’s shoe depart- 
ment, has found a clever way of 
making this double sale. Complete 
customers records are kept in this 
Salt Lake City store, listing color, 
size, width, price of each shoe pre- 
viously purchased. When a woman 
telephones in for a new pair of 
shoes, Woods refers to his files. If 
he finds that this customer hasn’t 
shoes of the present popular style 
or color, he will send a second pair, 
say, of blue or of grey, along with 
the shoes requested. The customer 
invariably is pleased with the 
thoughtfulness shown, and takes a 
second pair. 


GROUP of beautifully dressed 
child dolls in a conspicuous 
show case in the children’s section 
at F, E. Foster and Company’s, 
Chicago, is attracting the gleeful at- 
tention of the small patrons who 
patronize this store. A verse ac- 
companies the display which tells 
them; 
Six little Foster kids all in a row 
All Foster children get shoes you know 


Shoes that fit and shoes that wear 
Now you get yours with Mumsey there. 


“Mother, are these for sale?” 
asked a little girl not yet two years 
old the other day in a perfectly 
grown-up way showing the atten- 
tion that tiny tots in a big city to- 
day are paying to anything that ar- 
rests their attention. 
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will read 





the BIG NEWS about... 


eS le te April QoQnd 
to put this Sensational Line OVER THE TOP! 


All over America, millions upon mil- 
lions of families will be looking for, 
demanding, insisting upon this tennis 
shoe triumph with its genuine leather 
insole, exclusive patented features, out- 
standing quality and superb styling. 
They'll ask for it BY NAME-STANDON. 


Hard-driving, sales-compelling con- 
sumer advertising will push STANDON 
in the magazine sections of great 
Sunday newspapers including the 
American Weekly. Countless men, 
women and children will learn that 
STANDON reduces sweating and 
smelling and prevents burning feet. 


Nothing takes the place of GOOD Leather — for Insoles 


|} F|BETTER SHOES for LESS MONEY 


STANDON genuine leather, VENTILA- 
TED insoles can’t shift, curl up or 
get lumpy because they’re stitched into 
position by a patented construction 
impossible to imitate. Shoes are cooler, 
wear longer, hold shape better, mold 
readily to form of foot. 


Tie your store right into this adver- 
tising which will break down con- 
sumer resistance, create vigorous 
consumer demand. Trim your win- 
dows with STANDON tennis shoes. 
Display them prominently on counters 
inside your store. CASH IN on steady, 
large-volume profits in 1934! 










































The new and marvelous inventions of yesteryear 

are obsolete today. Newer and better things 
constantly are being created for the benefit of mankind. 
The waves of progress never cease rolling; and the 
Wise Man rides upon its crests, so as not to be left 
behind in the trough. 

While the shoe industry of the past was lagging 
behind, making but slow progress, the industry of the 
future will make up for lost time; already we can 
see the dawn of a new era, created by the same sturdy 
type of hard-fighting, history-making pioneers who 
paved the way in all other branches of Industry and 
Commerce. 

The average shoe man of today will be as insig- 
nificant in the future as is the burden-bearing camel 
of the East compared with our present-day modern 
freight trains, trucks and airplanes. 

The shoe man of tomorrow, particularly the 
retailer of Health Footwear, will be a progressive, 
modern-type business man of the highest intellect, 
a type never before dreamed of. He will be a happy 
combination of a business and professional man of 
the highest standing in his community, not unlike 
his brothers in other highly specialized professions, 
who command the respect and admiration of their 
fellow men. 

The shoe man of the future will be that happy com- 
bination of a technical trained individual and one with 


To world is moving along with a terrific speed. 
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Not Lower, But Much Higher Prices 


The value of an article is 
based on its performance 
and if a shoe gives $100 
worth of service, dont 
under-rate your business 


By NATHAN HACK 


Hack Shoe Store, Detroit 


a thorough practical knowledge of the art and science 
of every aspect of making shoes and of subjects re- 
lated thereto. 

The future shoe man will be a master of anatomy, 
psychology, biology, chemistry, physiology, and me- 
chanical orthopedics. He will hold a position similar 
to that of our present-day medical man. He will not 
heal ailments of the foot, but his methods of fitting 
feet will be a branch of preventive medicine; he will 
help to conserve the health of the nation through cor- 
rect shoes and proper posture. 

Price competition will be utterly unknown. The 
science and art of fitting feet will take its place. 
The real shoes of the future will sell at $100 per 
pair and upward, and the public will be very happy 
to pay for this super-service. He who will serve 
best will reap the rewards for his skill and 
performance. 


I can almost hear thousands of voices shouting, 
“ridiculous,” “impossible,” some accompanied by 
smiles, others by loud laughter. “Shoes will never 
reach that stage of perfection, and if they do the 
public will never pay that much for such service.” To 
silence these scoffers, let me state right here that $100 
and upward for a pair of well-fitted shoes is no longer 
a novelty with some shoe men who really understand 
shoemaking and scientific shoe-fitting, and there are 
enough people in this country today who are happy 
to pay these prices when they realize the importance 
of foot comfort. 

The present day type of shoe stores will become 
a thing of the past. All retail shoe establishments 
will be located in professional office buildings, 
where all fittings will be done by appointment, the 
same as physicians, dentists and other professional! 
men handle their patients and clients. 

[TURN TO PAGE 36, PLEASE | 
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Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat, 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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(The FITTING RULE 
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QUESTION—Do you know of a 
chart or measuring system that is ab- 
solutely correct for measuring the 
feet? 


ANSWER: Will you allow us to 
offer some suggestions? A _ natural 
ability—a born instinct and a trained 
eye will be of more help than all the 
mechanical aids that you can get— 
for they all have their limitations. 

We have a simple system whereby 
you can come as near finding the shoe 
that will fit your customer’s feet as 
by any other means—and it costs but 
little. 

But before I give you this simple 
system I want to drop some advance 
thoughts that I have learned by hard 
experience. The first thing that I 
want you to notice is that a customer 
with a fleshy foot can wear a tighter 
shoe than one with a bony foot. Under 
ordinary conditions your customer 
with the fleshy foot will wear a size 
narrower than the foot measures; the 
one with the bony foot will need a 
size wider; and the one with the av- 
erage foot the size you get on your 
tape. 

There is another thing that is harder 
to make the correct guess than the one 
mentioned above: this is the individu- 
al’s own taste, or feeling or whatever 
you want to call it. Three people might 
come into your store, having feet ex- 
actly alike (if it were possible), to 
have shoes fitted. To make the case 
a little clearer, we will say that they 
all want the same kind of shoe. One 
will say, “That is a perfect fit.” For 
the other two, one will be too large 
and the other too small. 

Now, for my system. You will need 
a measuring stick, a tape measure, 
pencil and paper. You need not let 
the customer see the pencil and paper 
unless it becomes necessary. 

Customers must be sitting while 
these measures are taken. Have them 
place the foot on the measuring stick, 
without bearing undue weight. You 





Many questions relative to the science of 
expert shoe fitting come to the Recorder. 
A few recently received are given, together 
with the reply suggested by an able retail 
shoeman. 


The Recorder welcomes such questions, 
and will endeavor to furnish logical and 
satisfactory answers, so far as possible. 


We invite criticism of our solutions. We 
do not pretend to infallibility although we 
attempt to bring to the solution of each 
problem the experience of eighteen fairly 
successful years in the shoe business. Dis- 
cussion, criticism and suggestions will help 
a much as questions to make The Fitting 
Rule, the Open Form of the Fitting Stool. 











will have to watch carefully here. 
Some will want to put undue pressure, 
while others will want to draw the 
foot up. After you get the measure 
you can’t be certain what length shoe 
will be needed until you examine the 
condition of the feet. Have them set 
each foot down, noticing it carefully, 
and then have them put weight on, 
watching how the foot expands. In 
this way you can tell how much to add 
to your measure. You will have to 
give a shoe from one to three numbers 
longer than the foot measures. If a 
person has a good, stout foot, and the 
shoe is full in the toe, they can wear 
a shoe but one number longer than 
the foot measures. If they have a 
bad arch and weak foot, it will take a 
shoe three numbers longer. 

After you have the length, then 
have them hang this leg over the 
other knee, and take the measure 
around the waist; this lacks one-eighth 
of an inch of being the ball measure. 
The reason we advise taking this 
measure instead of the ball is that 
you can get it correct, while some- 
times on account of the shape of the 
foot, you can’t get the correct meas- 
ure at the ball. Remember what was 
said about fleshy and bony feet. 





After you have these measures yo: 
are ready for your shoes. BUT RI 
MEMBER THAT THESE MEAS 
URES DO NOT TAKE THE PLAC! 
OF YOUR BRAINS. You must tak: 
the kind of foot in consideration 
and, also, their own peculiar tast: 
Some will need a combination last. 

You have been wondering what you 
were going to do with your pencil an! 
paper. Well, here is where it comes 
in. You will find some with very od: 
shaped feet, yet they want a shoe lik: 
anybody else. And they want you to 
give them one that will not hurt thei: 
feet. When you get customers of this 
kind, have them place their feet ou 
the paper which has been carefully 
placed on the floor, or other hard. 
smooth surface, and carefully mark 
around each foot with your pencil. 
which should have a soft lead. After 
this is done it will be much easier to 
explain why certain shoes will or will 
not fit. 

If you are a beginner you will need 

a table of measures. You can secure 
this from your dealer or a last fac- 
tory. In length a number is one-third 
of an inch; in width it is one-fourth 
of an inch. Shoes are now made in 
half numbers for length, and by tak- 
ing advantage of this we can get hal! 
numbers in width. For example: Sup- 
pose a 7C is too narrow and a 7D 
too wide. Take a 742C. This will 
give you a shoe one-eighth of an inch 

larger around the ball than the 7 C, 

and one-eighth smaller than the 7 D. 


ABRAHAM LAWRENNCE, 
Golconda, III. 


* & 


QUESTION—What type of shoe i: 
really a ghillie? 


ANSWER: Originally, shoes worn 
in the highlands of Scotland, having 
a slashed over-tongue covering lac: 
stay.: Modern term for a Prince-of. 
Wales pattern, with lacings coming tc 
top and encircling ankle. 
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CombinesCustomer Control 
and Stock System 


WELL organized customer control and stock rec- 
A ord system has played an important part in 
enabling R. O. Mattingly, buyer for the women’s 
shoe department at the Gano-Downs Co., Denver, to 
maintain a practically normal volume of business all 
through the depression years, and to make a noticeable 
gain so far in 1933, over the corresponding period of 
1932. 

Alihough prices have necessarily been reduced some- 
what to conform to the lower market value of shoes, the 
Denver store has never resorted to cut price methods, 
and it has consistently featured the style element. Strik- 
ing proof of the worth of the policy is the fact that a 
decided increase in the number of units sold has been 
effected. 

“There are always plenty of people to whom style 
and durability are the primary recommendations of any 
piece of merchandise, and by learning exactly what these 
peop!’ want, and meeting their requirements in full 
detail. we have been able to hold their trade against any 
kind of price competition,” Mattingly said. 

“Our customer control and stock record systems have 
been of inestimable value in the quality operation pro- 
gram, because they make it possible for us to meet 
individual customer requirements, and to bring our 
stock to their attention when they are in the market. 
These two interlinking systems actually enable us to 
buy with the customer in mind.” 

The stock record system is the first important factor 
in operation. By checking the sales on each type of 
item, as shown by a card file record, the buyer is able 
to tell before making a buying trip, what styles are most 
popular with a majority of his customers and exactly 
what sizes to buy. 

The stock record also makes it possible to hold down 
to a minimum the losses on obsolescent stock. By check- 
ing the record at regular intervals, Mattingly is able 
to tell if there are any items which are not moving and 
to take steps to clean them up before they go out of 
style. 

In the event that an item is discovered which has had 
practically no call within two weeks after it was re- 
ceived, the buyer calls a meeting of his salesmen and 
asks their opinion as to whether there is anything the 
matter with it. If so, the salesmen are offered an in- 
ducement to push the number. If this step fails to 
bring results—which is seldom the case—each man is 
given a quota which he must move within a given period. 

The stock record is kept up to date by daily notations 
of sales made. One card is devoted to each item, a 
complete file being made out when a shipment comes in. 
At the top of the card is a picture of the shoe and 
below, a description and a list of the sizes bought. The 
entire list is gone through daily and the numbers sold 
checked off. The picture is of value in comparing styles 

[TURN TO PAGE 39, PLEASE] 





| Profits come from 


SELLING— 
not from Buying 


“Paper Profits” do not ring cash registers—slow-moving 
“long shots” cat into your PROFIT POSSIBILITIES, exhaust 
your CAPITAL and patience—cut down your VOLUME and 
TURNOVER—not to mention GOOD WILL. 


SHU-MILK, with the GREATEST ESTABLISHED CON. 
SUMER DEMAND among WHITE SHOE CLEANERS, offers 
even greater CONSUMER VALUE for 1934 with higher-than- 
a a and INCREASED PUBLIC DEMAND TO ALL 
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WILL NOT 





*& NEW GIANT PACKAGE 


50% More Contents—Same Matchless Quality 


%& PRICE MAINTENANCE POLICY 
%& DOUBLE MONEY PROFIT 


% 50% MORE ADVERTISING 
NEW DISPLAY MATERIAL 


Chock full of Human Interest—a real Sales Producer— 
in 8 colors! A Perfect Tie-up with our National Con- 
sumer Advertising. Use this display and bring the 
| sang to Your Store! Your Wholesaler will supply it 
ree. 


YOUR WHOLESALER FEATURES 
SHU-MILK—ORDER EXTRA PROFIT 
DEALS TODAY! 


National Distributors 
WALTER JANVIER, INC. 
121 VARICK STREET NEW YORK, N. Y. 
America’s Largest Selling White Shoe Cleaner 
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Not Lower, But Much Higher Prices 


Again, I can hear loud voices of pro- 
test. “How on earth will the average 
person be able to pay such high prices 
for footwear, when compared with sell- 
ing prices of today? It sounds too 
visionary, too good to be true.” Again, 
I can assure my worthy critics that it 
can and will be done, and it is beyond 
your and my power of stopping the 
rapid speed of progress. That period 
is destined to come to stay. 

Most of you can remember, and it is 
not so many years ago, when some of 
the well-to-do citizens of our towns and 
cities owned a horse and buggy, while 
the wealthier families owned a carriage 
with one or two horses, and the average 
citizen of the middle class as well as 
the working class was considered for- 
tunate to own a bicycle. ; 

Now, if you compare the cost of a 
horse and buggy with the average cost 
of an automobile of today, you have 
the difference in cost between the pres- 
ent day price of shoes and the future 
price. While in the past only a few 
of the wealthy folks could afford to own 
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a horse and buggy, today, every third 
American family owns an automobile 
of some kind or another, the average 
cost of which is three to five times as 
much as that of a horse and buggy of 
the past. 

If the average American of the past 
were told that he would some day own 
an automobile which would cost from 
five to seven hundred dollars, he would 
have laughed in the same manner as 
you do now. Today, it is no longer a 
joke but a reality; we have become ac- 
customed to the cost and upkeep of 
an automobile and think nothing of it. 
It is all a matter of one’s state of mind. 

Now then, if the average person is 
willing to pay five to seven hundred 
dollars or more for an automobile to 
ride in, why would he not be willing to 
pay $100 or more for a pair of shoes to 
walk in, especially when the shoes will 
mean so much to his well-being, per- 
mitting him to walk unlimited hours 
with ease and grace, and remove all 
the strain and unnecessary fatigue 





which are handicapping us today? 





Many men and women pay $100 to 
$150 for suits and dresses, thousa ids 
of dollars for fur coats, hundreds, \es, 
thousands of dollars for jewels :nd 
numerous other luxuries without which 
we can get along nicely. Why not »ay 
more for shoes which are so essen’ial 
to our health and happiness? The v::lue 
of an article is based on its perfo:m- 
ance. Net results count, and since 
proper shoes play such an important 
part in the life of civilization, the hizh- 
ly specialized shoe man must and vil] 
receive his just reward for his skill nd 
labor in the near future. Many seom- 
ing impossibilities of the past sce 
have been made possible and the ex- 
ception will not come in the shoe 
business. 

The world is moving along with a 
terrific speed. The new and marvelous 
inventions of yesteryear are obso'ete 
today. New and better things const: nt- 
ly are being created for the benefi‘ of 
mankind. The waves of progress never 
cease rolling and the Wise Man r:des 
upon the crests. 








Six Lines and An Organization 
[CONTINUED FROM PAGB 15] 


regardless of what particular shoe is 
originally shown. 

“By doing this regularly, each cus- 
tomer is shown morning, afternoon and 
occasional wear shoes, while a pur- 
chase is being made. Very few custom- 
ers ever buy all three types of shoes 
during the time of the first sale, and 
no high pressure methods are ever em- 
ployed to force sales. The main idea 
is to get the fact across that the store 
has a well balanced line of shoes for 
all occasions. 


“Then there is another angle to the 
thought of bringing back the story of 
the market to the sales staff. It puts 
more responsibility on them. If they 
are the right type of people, it makes 
them feel that they are somebody. For 
the same reason, it is well to ask and 
follow their advice in planning out a 
buying program. 

“Each salesman has a definite section 
of stock under his personal supervision. 
He is held responsible for the sizing up 
of his department and also for the dis- 
position of the slow-moving goods. It 
took some little time to get everything 
working smoothly along these lines, but 
eventually it worked with precision. 
Now it is functioning so well that the 
store has had to raise the salaries of 
these boys three times during the past 
six months. This was due entirely to 
the way the sales have increased.” 





Play Up What They're Buying 


[CONTINUED FROM PAGE 19] 


patterns. The primary purpose is to 
make men brown shoe-minded by show- 
ing them lots of shoes in brown, not 
only in the smart young men’s patterns, 
but also in designs that will appeal to 
the older man. 

In conjunction with such displays, 
merchants should plan some novel and 
attractive advertising that will get the 
story of browns over to the male pub- 
lic, and particularly that portion of it 
which, through natural conservatism, 
is inclined to cling to black shoes for 
wear on all sorts of occasions and with 
virtually every kind of clothes. Show 
the style tie-up between brown shoes 
and the prevailing popular brown suits 
and topcoats for Spring wear. Remem- 
ber there are more dollars in circulation 
this season, more men at work, fatter 
pay envelopes. That means the posai- 
bility of an extra pair of shoes for 
many men, and extra pairs is the cry- 
ing need of the men’s branch of the 
shoe business. 

The brown shoe development is a 
natural trend in men’s shoes at this 
time, a logical turn in the cycle of style 
toward something different, brighter 
and more colorful after a long sequence 
of seasons in which blacks have heavily 
predominated. Good advertising plus 
effective window promotion can accel- 
erate the momentum of this natural 
cycle and add a powerful impulse to 
men’s shoe selling. The average man 
will see a hundred ways to spend the 
new dollars he finds in his pay envelope 








this Spring; a hundred industries are 
cleverly competing for the new business 
made possible through increased buy- 
ing power on the part of business men, 
salary and wage earners. All of the 
ingenuity and skilled technique of 
trained advertising men and display 
experts will be used to sell all sorts 
of appealing merchandise to millions of 
men whose fortunes have improved as 
a result of business improvement. Shoe 
stores will share in this vast total of 
potential business in the proportion in 
which they succeed in making shoes in- 
teresting and attractive. Showing new 
styles and their use, explaining the 
occasions for which they are suited and 
the clothing with which they can be 
worn is one of the best ways of making 
shoes interesting to the extent that: men 
will buy them in greater volume ani at 
prices which spell profits. 





Move Boosts Sales 


Los ANGELES, CAL.—Desmond’s Scv- 
enth Street store is now in its beauti- 
ful new quarters and the shoe depuart- 
ment is greatly enlarged. L. C. Mec- 
Cann, general manager of the stvre, 
is also the head of the shoe depzrt- 
ment. 

The department is finished in sand- 
blasted oak and only high-grade men’s 
shoes are shown. Possibly twice ‘he 
area is given to shoes compared with 
the old store and sales have increased 
proportionately. 
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REGISTEREO 


“MA RRONA”- Quaker City No. 24 





WV When the fall shoe colors were chosen, by the Textile Color Card 
Association, the Color Committee of the Tanners’ Council, and a 
representative committee of shoe manufacturers and retailers-— there 
was a strong feeling that an important new brown was on the hori- 
zon,—a true Chestnut shade, brighter and livelier than the staple 
‘“‘Indies’’. Such a shade was officially adopted, and named 
‘‘Marrona’’. Already there is sufficient interest on the part of 
manufacturers to indicate that it will be a volume color. 


Vv It falls into a range of true “‘leather’’ browns, typical shoe colors, 
where Quaker City has always been supreme. It is exactly matched 
by Quaker City No. 24. 








VW You’ll need ‘‘Marrona’”’ in your fall line. Order it in a color that 
is established, in leather that has proved its quality. 


QUAKER CITY 
No. 24 


QUAKER CITY DIVISION 
ALLIED KID COMPANY 
519 West Huntingdon Street, - - Philadelphia, Pa. 


When writing advertisers please mention Boot and Shoe Recorder 
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article of clothing worn in_ these 
colonies is a pair of sandals. There is 
a thought right there, for there are now 
some 300 nudist colonies scattered all 
over this country, with from 100 to 
300 members in each group. A chance 
for some retailers to develop this virgin 
field. 

While sandals were primarily de- 
signed for beach wear, many thousands 
of pairs will be sold for a wide variety 
of purposes. They are practical at 
Summer camps as a utility shoe and 
they are practical for home wear. 

One of the stores on Fifth Avenue 
which caters to good trade has brought 
out a complete assortment of sandals 
having colored fabric uppers which ex- 
actly match the pastel-colored linen 
trousers. There are six different colors 
now stocked: Maize, Natural, Navy, 
Corn and Rust, all at $4.50 a pair. 
Patrons of this store usually buy three 
or four pairs of these trousers at $10.00 
the pair, and the shoe buyer feels that 
he can sell a pair of sandals to go with 
each pair of trousers. 

This same store has many sandals 
for men, rubber soles for beach wear; 
leather soles for the man who wants 
to ease his feet after a round of golf; 
sandals in which he may drive home 
from the golf club; sandals in a zipper 
case for traveling, and so on. Women 
are beginning to buy sandals for their 
men folks as gifts. 

Another store has worked out a 
street sandal for men. This has a heavy 
boarded calf upper, with a leather 
welted sole and rubber heel. Many men 
have objected to the usual type of san- 
dal because it looked too much like those 
worn by women and children, hence 
the development of the one for street. 

A few new ideas in the mechanics 
of making sandals for men are coming 
along. For example, that of using a 
heel pod of double thick wool felt on 
wooden-heeled sandals gives them an 
extra cushion. This is not necessary 
when the shoe is of crepe or regular 
rubber. 

There seems to be no end of materials 
and colors now being used in these 
men’s sandals. Leather, in calf, elk fin- 
ish and heavy nappy finishes; rubber; 
canvas and linens of many hues; the 
new woven Lastic cloth in Roman 
stripes and even the loose basket weave 
fabrics. Soles of leather, crepe, rubber, 
wood and rope. What combinations are 
being fashioned! : 

During the past Winter the all-rub- 
ber locker sandals have been worn ex- 
tensively at southern beaches and their 
popularity there is sure to be reflected 
all over the country this Summer. A 
great many more people visit northern 
lakes and Summer resorts than visit 
the southern resorts, so there is no 
good reason why sandals should not 
have a tremendous sale. This is not a 
personal opinion, but the result of see- 
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ing many buyers’ commitments for 
men’s sandals. 

The health angle is being stressed by 
many retailers. Reasons why men 
should wear good foot coverings for 
locker, shower and general resort wear 
include the argument that there is al- 
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Sandals Wing Their Way North 


ways danger of getting Athlete’s Foot 
and other foot infections. Rubber com- 
panies claim they have an edge on the 
leather and fabric sandals in that their 
sandals can be kept clean and sanitary 
because neither boiling water nor anti 
septics affect their product. 








Menace of the Minimums 


[CONTINUED FROM PAGE 22] 


and we know that there is a surplus 
of idle shoe fitters in practically every 
town in America. These shoe fitters 
don’t want to organize just for the fun 
of paying union dues every month but 
they do want something better than 
code minimum wages for the trained 
man. 

Collective bargaining is in the minds 
of all workers and is a right they pos- 
sess under the law. Whether we will 
or no, the group system is increasing 


and every man and merchant must | 


recognize that it is to be dealt with 
as a condition. Its abuses can be mini- 
mized if there are closer personal re- 
lations between store owners and store 
workers. 

We pity the store owner who is not 
desirous of creating good-will within 
his store staff. If a decent living wage 
is needed to restore interest in work; to 
create a sense of self-respect and to 





hold customer allegiance then that is 
the first thing to do—union or no 
union. 

Ambitious young men are entering 
stores looking forward to a life's 
progress. By and large, they are no! 
union-minded because they are ambi- 
tious to progress along the line to buy 
er, to manager, to eventual store own- 
ership. The pressure of unionism in re- 
tailing is however increased by such 
code subterfuge. 

Blind opposition is unfortunate, ill- 
timed and productive of employee ill 
will. To correct the situation in every 
store, give every worker a square deal 
and a feeling that he is part of the 
organization so that in the efficiency 
of his operation, he makes possible bet- 
ter service, better business, better 
wages and better returns for the mer- 
chant who wants to build his business 
as a permanently growing institution. 








Selling Shoes is Born in You 
[CONTINUED FROM PAGE 26] 


from being at the top or the same per- 
son from being at the bottom. They 
will not want to see the rest of their 
associates get ahead of them or will 
not want to be at the bottom. The 
lucky salesmen who is at the top in 
March will have to work some to have 
the same position in April and May. 
This creates a selling effort which is 
possibly even greater than the other 
two factors, but it would be useless if 
you hadn’t first obtained loyalty and 
team work among your employees. 

Loyalty, Team work, and Competitive 
selling developed in an organization 
will create the perfect unit, the smooth 
running machine without a nut or a 
bolt out of line, without a rattle of 
any kind. When this is done, you reach 
the enviable position of being very close 
to perfection, and without question the 
sales of the organization will go up. 
They will be greater in poor times than 
the average and in good times, they 
will reach heights that have never be- 
fore been achieved. 

Selling sense is born in either a man 
or woman. From the average run you 
can create a good sales person by 
making them put the proper effort be- 


hind their work, and one of those for- 








tunate people born with selling ability 
will become a selling genius with the 
effort of loyalty and the knowledge of 
team work behind their work. 





Waterbury Retailers Organize 


WATERBURY, CONN. — The Retail 
Shoe Association was formally orga- 
nized here April 6. Plans were dis- 
cussed for a membership drive and for 
several meetings for which prominent 
speakers will be obtained. As there 
are 26 shoe retailers in the downtown 
district, the group has possibilities of 
building a good-sized membership. 

J. Peter Costigan of Jones, Morgan 
& Co., was elected president; Roy H. 
Peterson, Thom McAn Shoe Co., vice- 
president; Leon L. Mayo, Howland- 
Hughes Co., secretary, and John F. 
Suffa, Howland-Hughes Co., treasurer. 





Increased Duties 


PASADENA, CAL.—E. H. Schorsch, 
who has been in charge of the men’s 
downstairs shoe department at the 
Famous Department Store here, has 
been placed in charge of the women’s 
and children’s shoe departments in th: 
store as well. Medium-price shoes ar: 
featured in all departments. 
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CombinesCustomerControl 
and Stock System 


[CONTINUED FROM PAGE 35] 


from season to season in the event of a complete sell-out. 

The stock record is supplemented by a file of cus- 
tomer purchase cards. Whenever a woman buys a pair 
of shoes, her name and address, date of sale, and a 
complete description of her purchase—size, style, ma- 
terial and make—is recorded on a card. 

These cards are used in follow-up work. As soon 
as a new shipment comes in, Mattingly goes through 
siock list and customer file and “matches merchandise 
and customers, basing his judgment of stock appeal on 
past sales. Then, all customers are advised that new 
offerings which should meet their requirements have 
been received, one of three mediums being used: tele- 
phone, card or personal letter. 

Which medium to use is decided by reference to a 
salesman’s personal customer record. This record names 
past purchases of customers, gives their size, apparent 
style and color preferences and something about their 
personal likes and dislikes. 

The greater part of the seasonable follow-up work 
is done by the salesmen. They make nearly all of the 
‘phone calls and usually sign letters. If a card is em- 
ployed, they often write it in longhand. This type of 
card has proved one of the most effective mediums ever 
used, the reason being that it practically compels a 
reading because it has the appearance of a personal 
communication. However, a telephone call is usually 
the best medium if a customer does not object. 

Much the same follow-up system is used in informing 
customers of clearance sales and the few other events 
which are put on. 

“The salesman’s customer record is one of the most 
important factors in the whole program,” Mattingly said. 
“It enables us to give our contact appeals an invaluable 
personal touch and aids the salesmen in building a per- 
manent following. It has been. my observation that if 
a salesman makes it his business to please a customer 
the first time she comes in, impresses upon her his 
name and learns all about her foot, her style prefer- 
ences and her personal likes and dislikes so that he 
can fit her with no loss of time when she makes a 
second purchase, he will build up a clientele which he 
can very largely take with him wherever he goes. When 
a man has a complete picture of a customer with him 
at all times he can devote spare moments to implanting 
the necessary facts about her in his mind—and if he 
does forget, he is well equipped for quick reference.” 

The Denver department further carries out the idea 
of personalized service by contacting a selected list of 
about 10 per cent of the clientele before any buying trip 
and inquiring if they would like to place orders for any 
particular items. The plan creates a very favorable im- 
pression and enables the department to sell large orders 
to the most difficult to fit people. 




















THREE YEARS 


The Leading 


Consumer Value 
* 
The reputation on ONE WHITE is established. 


Each year it attracts thousands of new users. 
In a BIG 5 OUNCE attractively cartoned bot- 
tle is a QUALITY White Cleaner that works 
quickly—is snow white—cleans as it whitens— 
stays white—is daintily perfumed. 


* 
Also Made in Tubes 


EVERETT & BARRON CO. 


Providence . - Toronto 
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BOOT AND 
SHOE MEN! 


... Get the most for your 
OVER 300 PLENTY OF hotel dollar in New York 


SINGLE ROOMS AT DOUBLE ROOMS AT 
50 5 O Whether you come to New York regularly 
? 3 or rarely, for conference or convention, 
you'll find that the Lincoln, one of Gotham’s 

Two-room suites from $7.00. A wide choice Jargest and newest hotels, offers you superior 


of sample rooms from $5.00. Special rates 
for longer periods. Send for Booklet B. accommodations for your hotel dollar. 


1400 outside rooms, each with bath and shower, cabinet radio and servidor 
...PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 


FOR BUSINESS...One G...Three FOR RECREATION... FOR QUIET SLEEP... 
block to Broadway and fine restaurants...the Sixty-nine theatres with- High above the noisy 
Times Square, 3 blocks to coffeeroom,the main din- in six blocks. Four short clatter of the street, our 32 
Fifth Avenue and eight ing room (with dancing) blocksto Madison Square stories of fresh air and sun- 
minutes to Wall Street. and the cafe and bar. Garden for sport events. shineassures you quiet resi. 


Atl@LINCOLN 


JOHN T. WEST 
General Manager 


Under direction of FRANK W.KRIDEL 44TH TO 45TH STREETS AT 8TH AVENUE - NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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SHOE PRODUCTION TOTALS INDICATE 


HEALTHY GROWTH 





WASHINGTON, D. C.—Statistics on | pRopucTION OF BOOTS, SHOES, AND 
the production of boots, shoes and slip- SLIPPERS, OTHER THAN RUBBER 


pers, other than rubber, by classes and 
states for January, 1934, as reported 
to the Bureau of the Census, Depart- 
ment of Commerce, by 947 factories, 
are presented in the following tables. 
The total production of footwear for 
January, 1934, indicates an increase of 
23.3 per cent from December, 1933, and 
an increase of 10.8 per cent from Jan- 
uary, 1933. 

Production totals for the month of 
January, 1932, were 22,716,815 pairs, 
while the totals for the corresponding 
month in 1931 were 19,888,869. 

New York State leads in production 
totals, having made consistent gains 
during the past two years. Massachu- 
setts comes next, then Missouri. IIli- 
nois, Maine, New Hampshire, Penn- 
sylvania and Wisconsin all made over a 
million pairs of shoes during January 
1934. la -- 

January, 
Kind 1934 
Boots, shoes, and slippers, total 25,180,079 
High and low cut boots and shoes (leather), total 22,624,119 


St ss es tse 


MILLIONS OF PAIRS 
% 
s 8 


2 3 





Wanes ne cas 
Misses" "and Ed od on Gas piawe ee Gee 
Infants 

Athletic 

Part-leather and part-fabric 

All-fabric (satin, canvas, etc.). 

Slippers and moccasins for house wear, total. 


2 Dovteto woe 
WROD RDS ORC 
s em S SS me OTS DO 


888,988 


Production by states: ETS 
Factories 
January, January,! 
State 1934 1934 


25,180,079 


Massachusetts 
M lenoeet 


JANUARY 1034 


‘i wee & 


Production (Pairs)——- 


= 
December, January, 


1933 1933 
20,094,994 22,716,815 
17,194,368 20,197,761 


4,307,239 
1,878,399 


iF 364, 101 
"679 
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EVERY WEEK 


Unit Sales Up 


Los ANGELES, CAL.—The unit sale 
is decidedly above the unit sale of last 
year and the volume of sales is defi- 
nitely climbing, finds Abe Bender, 
buyer for men’s shoes in the May 
Company’s store. The _ eight-dollar 
shoe, which a year ago was eclipsed 
by the six-dollar shoe, is now selling 
readily and without the old sales re- 
sistance. 





DATES TO REMEMBER 


a Style Conference, Hotel Astor, 
Vc Pe erent April 16, 17 
Leather Opening, Hotel Astor, New York, 
a ere April 16, 17 
Child Health Day 
Confederate Memorial Day 
(Ala., Fla., Ga., and Miss.) 
Confederate Memorial Day 
(Ky. and N. C.) 
Mother’s Day 
Sport Shoe Week 
Memorial Day 
(All states and possessions except Ala., 
Ark., Fla., Ga., La., Miss., N. C., and 
S.. C.) 
Semi-Annual Shoe Fair and Style Show 
—Biltmore Hotel, Los Angeles, Calif., 
June 4, 5, 6 
California Shoe Retailers’ Convention—St. 
Francis Hotel, San Francisco, Calif., 
June 11, 12, 13 
Pacific Northwest Shoe Retailers’ Conven- 
tion—Olympic Hotel, Seattle, Wash., 
June 18, 19, 20 
Michigan R.S.D.A. Convention, Hotel Pant- 
land, Grand Rapids... .June 20, 21, 22, 1935 








?P roduc tion (Pairs) or 
December, January, 
1933 1933 
20,094,994 22,716,815 


1,769, 996 
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Celebrates Store Anniversary 


ATLANTA, GA.—The first anniversary 
of Harper’s was celebrated with a 
birthday cake and a unique window 
display. Associated with C. E. Hada- 
way in the operation of the store are 
Mrs. Tillie Black, in charge of the 
hosiery department; Eugene A. Wein- 
berg and Durad Hicks. 
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SPRINGTIME 


IS PROFIT-TIME 
with Boy Scout Shoes 


Don’t Miss Sales for Lack of Sizes 


In-Stock— 
Immediate 
Shipment 






Style #913—Official moccasin type service ox- 
ford. Brown Elk, Gro-Cord Kicker Toe Sole and 
Heel, Match Eyelets. Gents’ $2.60; Boys’ 
$3.00; Men's $3.45. 

Style 2721—Same, Service Shoe, medium shade 
Tan Elk, half bellows tongue. Gents’ $2.60; 
Boys’ $3.00; Men's $3.45. 

Site $739—Same, Camp Oxford, Brown Elk, 
Raw Cord Sole, rubber heel. Gents’ $2.25; Boys’ 
$2.60; Men's ‘$3 00 

Style #926—Same, Camp Shoe, medium shade 
Tan Elk, half bellows * oe Gents’ $2.25; 
Boys’ $2. "60; Men’s $3.0 


EXCELSZOR 
Official Boy Scout Shoes 


CAMP-OLOGY BOOKS SUPPLIED FREE. Every 


Scout wants one. Show them in your window trim. 





STYLE No. 58! 
OFFICIAL 
BOY SCOUT 
DRESS OXFORD 





Brown or Black Calf, leather sole, rubber heel, 
oy last. Gents’ $2.55; Boys ‘33. 25; Men’s 


Style $561 Same in oy Elk. Gent’s 
$2.25; Boys’ $2. 60; Men’s $3.2 
Style 2564 - Same in ord Kip. Gents’ 


$2.25; Boys’ ” $2.60; Men's $3.25. 





Every Scout Cub has visions of the pre- 
liminary coring hikes and training for summer - 
time cam more ef the trade by 
Seates mM, sturdy shees in your window 











Complete descriptive folder sent on request. 


rHE 


EXCELSIOR 


SHOE COMPANY 
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FOOT HEALTH WEEK SUCCESS IN CONNECTICUT 


New Haven, Conn.—Shoe retailers 
of New Haven and Hartford, Conn., 
made a long stride in the right di- 
rection this Spring in their coopera- 
tive observance of National Foot 
Health Week, the promotion being 
staged on a more extensive basis than 
ever before in either city. 

Dealers who participated in the one- 
week “drive” from April 2 to 7 are 
reported greatly pleased with the re- 
sults, and indications are that cooper- 
ative shoe merchandising will show 
steady growth in both communities in 
the future. 

Through newspaper space and win- 
dow trims, the message of foot health 
was driven home in an effective man- 
ner. Downtown retai! zones of both 
New Haven and Hartford were almost 
literally “plastered” with the striking 
bright green official posters, and heavy 
newspaper advertising and publicity 
directed consumers’ attention to the 
displays. 

In New Haven the promotion was 
handled by the Shoe Retailers’ Coun- 
cil of the Chamber of Commerce, as it 
has been for the past several years, 
while the Hartford observance was 
staged by the newly reorganized Hart- 
ford Shoe Retailers” Association. Co- 
operative advertising and newspaper 
publicity were used on a lavish scale 
to focus public attention on Foot 
Health Week. 

William C. O’Malley, buyer-manager 
of the women’s shoe salon in the Ed- 
ward Malley Co. department store, was 
chairman of the New Haven committee, 
and he was assisted by Sydney Stokes 
and Louis Rosenfeld, representing the 
downtown stores; Frederick E. De 
Matty and Sydney Goldberg, Grand 
Avenue stores, and Mrs. Maud B. Web- 
ster and Jacob Weinstein, Congress 
Avenue stores. 

Other stores participating in the pro- 
motion were: Arch-Aid Shoe Shop, 
Emerson-Darby, Inc., The Gamble- 
Desmond Co., Halfinger’s Boot Shop, 
J. Johnson & Sons, Inc., John P. Lund 
Co., M. Myers & Son, Reglino Shoe Co., 
Shartenberg’s and Stanley’s. R. E. 
Hegel, retail secretary of the Chamber 
of Commerce, and secretary of the Shoe 
Retailers’ Council, handled much of the 
detail connected with the promotion. 

New Haven dealers are generally re- 
ported as much pleased with the re- 
sults of this year’s campaign, accord- 
ing to Mr. Hegel. Several stores put 
in special window trims to supplement 
the posters and newspaper space. One 
of the most striking of these was ar- 
ranged by Sydney Stokes, Walk-Over 
Shoe Shop. The Stokes window fea- 
tured a large variety of foot appli- 
ances and health shoes, and a large 
hand-drawn reproduction of the official 
poster was placed in the center. 

Despite several days of bad weather, 
Mr. Stokes reported business was de- 
cidedly better than during the corre- 





sponding week last year, with more 
people coming in for foot examinations 
and more inquiries as to “What’s it a!l 
about?” 

Hartford dealers, staging their first 
large-scale observance of the week, ap- 
pear generally enthusiastic over the 
returns from their effort. Hartford 
used even more newspaper space than 
New Haven, having four separate 


*“spreads.” 


George J. Minnery, manager of the 
Cantilever Shoe Shop, was chairman 
of the Hartford committee, and he was 
assisted by Benjamin W. Childs and 
William B. Berry. 

Besides the committee-members and 
Mr. Lawrence, Hartford stores par- 
ticipating in the cooperative advertis- 
ing were Sterling Shoe Shop, I. Miller, 
Bernard Kofsky, Dr. Kahler’s Shoe 
Shop and Walter T. Fish, the last 
named of West Hartford. Others 
whose individual ads appeared in the 
layouts were Sage-Allen, Woods Foot 
Health Headquarters, Inc., Avery’s 
Walk-Over Boot Shop, Manning-Ann- 
strong, J. J. Newberry Co. and E. ( 
Webb Shoe Repair Service. 





Maupin Resigns 


Los ANGELES, CAL.—L. D. Maupin, 
who has been manager and buyer for 
the women’s shoe department in the 
J. W. Robinson department store here 
for some years, has retired from that 
position. 





OBITUARY 





Horace Crosby 


PORTLAND, Me.—Word has just been 
received that Horace Crosby, formerly 
president of the A. H. Berry Company, 
Portland, Maine, died suddenly on 
April 10. 
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WHERE TO BUY 
Play Shoes 
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SPECIAL 
SPRING-SUMMER SHOE 


Something Different 


White Duck-T-Strap 
and One Strap 
Sizes 1242-3 
straight 
breast hee! 
774e 












7-12 
by spring hee’ 
samples 70e 


BROOKS SHOE MFG. CO. 
Swanson & Ritmer, Philadelphi: 
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~ GREAT SANDAL SEASON 


MIAMI, FLa.—According to Bur- 
dine’s, Miami, Sun-Dals are the most 
comfortable shoe for hot weather. The 
thousands of people who have wintered 





Burdine'’s 
Sunshine fashiona 


and NOW Bardine’s 
introduces to America 


SUN-SANDALS 
FOR MEN 


Sandals conquered the feminine world, so men de- 
manded sandals, too. NOW, this one for a man's man 
has been created . . . one which the royel rogues of the 
tropics will approve—as the ideal resort shoe. Light- 
weight white or black elk, with leather soles 59 
and rubber heels. Cool! Smart! Comfortable!... 


MAIN STORE AND RONEY PLaza anor 











in Miami during the past season and 
worn these attractive sandals are go- 
ing to demand them when they return 
North. This is true of both men and 
women. It has been a sandal season 
in the south this Winter. For active 
and spectator sports sandals are being 
worn by the smartly dressed tourist. 


All Blue Shoe Displays 


CHICAGO, ILL.—An all-blue shoe win- 
dow at Carson, Pirie Scott and Com- 
pany’s is giving a great send off to the 
season’s favorite. Straps, ties and 
pumps are there; smooth leather, rough 
leather and interesting combinations of 
the two; lots of detail such as tucks, 
contrasting pipings, appliques, and 
punch patterns; trims of white polka 
dot effects, grosgrain ribbon bows and 
smart new buckles—all go to make up 
a display attractive in itself but in- 
teresting also as_ illustrating new 
trends for the coming season. One 
strap shoe had the entire vamp except 
the toe in an unusual lattice effect. 
Prices are from $6.50 to $12.50. 

A blue window at Hanan’s just a 
little way down the street gives the 
shopper an extra reminder that blue’s 
the thing. 


Quality Shoe Promotion 


BuFFALO, N. Y.—Various types of 
women’s footwear similar in appear- 
ance, but different in quality, are being 
exhibited by the Wm. Hengerer Co. 
in a dramatic quality exhibition aimed 
to focus consumer attention upon ac- 
tual comparisons between low-priced 
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shoes of inferior quality and higher- 
priced lines guaranteed to give complete 
satisfaction. 

In each group there is a sample of 
the Hengerer quality product and a 
cheap copy in almost identical style 
and appearance. Placards describing 
the actual difference between the vari- 
ous types of footwear are shown along- 
side each sample. 

“This quality exhibition is a guide to 
intelligent buying,” says another plac- 
ard used in the department. “It shows 
quality never is an accident and proves 
conclusively that quality is economy. 
It’s what’s in the shoes that accounts 
for the difference in quality. You should 
know the quality of the shoes you are 
wearing. Design, material and work- 
manship govern quality and prices. 
Look for the hidden values.” 


Reinberg to Head Middle 
Atlantic Retailers 


York, Pa.—Edward Reinberg will be 
installed President of the Middle At- 
lantic Shoe. Retailers’ Association at a 
meeting of the board of directors of 
that association which will be held in 
this city April 15. He succeeds David 
S. Josephson in office. 

The Middle Atlantic Shoe Retailers’ 
association includes the following 
States: Pennsylvania, New Jersey, 
Delaware, Maryland, Virginia and Dis- 
trict of Columbia. The meeting of the 


association will begin at 3 p.m. The | 
following directors are expected to at- | 


tend the meeting: George M. Garman, 
Calvin J. Mensch, George N. Geuting, 
of Philadelphia; George M. Ludebuehl 
and Albert J. Schmidt, of Pittsburgh; 
Gordon Evans, of Scranton; George 
Hess, Baltimore; R. E. Babb, Suffolk, 
Va.; B. W. Shaub, Lancaster; Edward 
Reinberg, York; David S. Josephson, 
Trenton, N. J.; I. C. Smashey, Bridge- 
ton, N. J.; T. W. Broadwater, Roanoke, 
Va.; C. Fred Bikle, Hagerstown, Md.; 
Roy Walter, Wilkes-Barre, Pa.; A. N. 
Foster, Uniontown, Pa., and Charles 
Kahn, Williamsport, Pa. ~ 

A number of the officers and direc- 
tors will remain in York on Monday 
to attend a meeting of the York Shoe 
Retailers’ Association. All members of 
the association within a radius of twen- 
ty-eight miles of York have been invited 
to attend the meeting. 


Changes Meeting Date 


JACKSON, MicH.—Meeting of south- 
ern Michigan shoe dealers is scheduled 
for Jackson on May 7, instead of date 
previously reported, according to P. R. 
Reid, vice-president of the Jackson Re- 
tail Shoe Dealers’ Association, who 
issued the invitation. M. A. Mittleman, 
president of the National, and Clyde K. 
Taylor, president of the Michigan As- 
sociations, will be on the program. 
Nathan Hack, well-known Detroit shoe 
merchant, is also expected to deliver a 
paper which he has been preparing for 
sometime as a challenge to the entire 
shoe industry. 
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SELL 


COMFORT, Plus... 


to very tender feet 


You get this great value in this style 
“AL.” me Million have been made 
of this shoe; that many men who 
could not wear an ordinary shoe with 
any degree of comfort, have been 
made satisfied customers in hundreds 
of stores. 


For the older man who prefers an 
oxford during the summer. Has an 
Arch Support, broad roomy ball and 
snug fitting back part. 


IN-STOCK 


Made to order; small extra 
charge. 

13 and 14 
13, 14, 


, eae 4, 15 


No. 1 Last 


$2.85 


10¢ per pair extra west of Denver. 
“Trade Builders” are great fitters. 


CGUICK SERVICE 


IN" STATIONS 


LINCOLN, NEBR. 

Branch Bros., Inc. 

LOS ANGELES, CALIF. 
‘Stewart-Dawes Shoe Co., Inc 
MEMPHIS, TENN. 

Wm. R. Moore Dry Goods Co 
NASHVILLE, TENN. 


NEW YORK, N.Y. 
M..T. Shaw Bhoe Co. of New York 
OSHKOSH, WIS. 

H. C. Roenitz Co. 
PEORIA, ILL. 

John Moser & Sone 
PHILADELPHIA, PA 
Bell, Walt & Co., Ine. 
PITTSBURGH, PA. 
Newell & Schneider Co 
SAGINAW, MICH. 


CINCINNATI, OHIO 


CLEVELAND, O. 
The Whitney-Roth Shoe Co. 
DENVER, COLO. 
The Jos. P Dunn Shoe & Leather Co. 
DETROIT, MICH. 
American Cash Shoe Co. 
DUBUQUE, |OWA 
Merchants’ Supply Co. 
FORT WORTH, TEX. 
Hinckley-Tandy Leather Co. 
GRAND RAPIDS, MICH. 
Hoekstra Shoe Co. 
HUNTINGTON, W. VA. 
The Jeff Newberry Co. 
INDIANAPOLIS, IND. TOLEDO, OHIO 

E. P. Bayless Shoe Co. Ainsworth Shoe Co. 
LEXINGTON, KY ZANESVILLE, OHIO 
Ades-Lexington Dry Goods Co The Black & Grant Co. 


M.T.SHAW INC. 


OLDODWATER MICHIGAN 


ST. PAUL, MINN 

Schefter & Rossum Co 

SEATTLE, WASH. 

Washington Shoe Co 

SIOUX CITY, IA. 

Earl F. Berg 

SPOKANE, WASH. 

The Adams Leather Co. 
SPRINGFIELD, MASS. 

M.T ShawShoeCo.of NewE ngland, Inc. 


















Rees 
a iS ALSO a 











44 


a a i ll 


WHERE TO BUY 
Men’s Shoes 


“HIGHEST GRADE ONLY 
EAST WEYMOUTH, MASS.U.S.A. 
The 


MEN’S FINE SHOES 
OLD COLONY SHOE CO. ®ROCKTON 


NEWY BOSTON 
10 High St 


marsriage Bids. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


Se OO A 6 Oe 


W. 8. CHASE & SONS, INC.. 

HAVERHILL, MASS. 

tn Stock—Men’s Full Leather Lined 
Handturned Slippers 

Priced from $1.75 


Kid Pullman Slippers 
colors and black witb 











Snap Pocket 1.35 
‘Zipper Pocket $1.60 
|S A ETETEE LIL S S ESE TCNE 


KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 


Kid $2.35 
No. 202 Black 
= kid $2.10 


SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 





v v 


Store Raises Salaries 


BuFFALO, N. Y.—Restoration of the 
1929 peak commission schedule for 
salesmen in the men’s and boys’ foot- 
wear department of The Kleinhans Co. 
is announced by John Steuernagel, vice- 
president and general manager. The 
increase in commission from 5% to 6 
per cent represents a wage increase of 
approximately 10 per cent for the sales 
employees in the shoe departments, 
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SLATER’S SEALSKIN SHOWING 
















New York, N. Y.—White and blue 
genuine sealskin made their appearance 
on Fifth Avenue, in a feature showing 
by J. & J. Slater of low and high 
heeled shoes made of this exotic leather. 
A special window was devoted to the 
sealskin shoes, which were grouped as 


shown in the photograph with enlarged 








scenes of hunters on the big ice patches 
off Labrador, with a “Whitecoat” seal 


in the foreground. Large skins of 
Neumann’s ripple grain seal in all 
colors also added to the interest of the 
shopping throngs who were attracted 
to the display. 











Community Pre-Easter 


Promotion 


SALISBURY, Mp.—The Merchants’ Di- 
vision of the Salisbury Chamber of 
Commerce, tried an experiment in pre- 
Easter advertising and publicity—and 


.the small expense involved was more 


than justified by the returns in in- 
creased Easter business. 

An Easter supplement of eight pages 
was published in the local daily, The 
Salisbury Times and the weekly, The 
Wicomico News, about March 15. Re- 
prints of this supplement were mai!ed 
to 10,000 R. 'F. D. box holders in Salis- 
bury'’s trading area and 7000 copies 
were delivered by hand -in the towns 
not covered by R. F. D., in the same 
area. 

On March 17 every lamp standard 
in the downtown shopping area was 
decorated with brightly colored cut- 
outs of Easter rabbits, baskets, flowers, 
etc. At the two main downtown inter- 
sections colored lights were suspended 
and in the centre, high above the street, 
hung a suitable decoration of an Easter 
rabbit silhouetted against a four foot 
Easter egg. 

The merchants decided to stay open 
for three evenings prior to Easter- 
Friday, March 23, and Thursday and 
Friday, March 29 and 30. A band con- 
cert on Main Street was planned for 
Friday, March 23. 

The street decorations and the band 
concert were featured in the advertis- 
ing supplement that covered the trad- 
ing area. In addition in eight weekly 
papers in nearby towns, advertisements 





| tures. 









were run calling attention to these fea- 
And on Friday, March 23, it 
snowed hard all day and far into the 
night. 

The band concert was postponed to 


| the following Thursday evening, but it 


was impossible to reach the out-of-town 
people as most of the weekly papers 
are printed on Thursday and delivered 
on Fridays. In spite of the postpone- 
ment, the downtown section was crowd- 
ed during the evening, the stores were 
Lusy and everyone seemed happy. Some 
stores reported that Thursday evenings’ 
business exceeded that done during the 
day. 

Both Thursday and Friday evenings 
justified the effort and expense of stay- 
ing open. 

After a canvass of merchants, both 
large and small, it is safe to state that 
Salisbury did more business than has 
been done. at any similar period since 
1930. Some stores reported the best 
Easter season in 9 or 10 years. 

The street decorations, band and win- 
dow cards, advertising the open even- 
ings, cost about $3850, participation 
being in sums ranging from $2.00 to 
$15.00 according to the size of the store. 

Space in the advertising supplement 
was purchased by individual advertis- 
ers according to their requirements. !n- 
cidentally it was sold to the limit of 
its eight pages. 

The cooperative advertising and p:ib- 
licity efforts of the Merchants’ PD vi- 
sion of the Chamber of Commerce ire 
handled by McLennan Advertising S:r- 
vice of Salisbury. 
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C699-25—OLGA 


Pig; ‘Pin Point’? Perforations. 
16/8 Heel. AAA to C. $3.15 


C699-15. White Calf. AAA to C. $3.10 


White 


} 
i 


C3517-6—NANCY 
White Kid; 18/8 Heel. AAA to C. $3.25 


C517-15. White Calf; 16/8 Continental 
Heel. $3.10 
Also in Black and Brown Kid. 


C629-15—TESS 


White Calf; 16/8 Heel. AAA to C. 83.10 





W359-44—FAY 


White Nubuek ; ry 8 Heel. AAA to D. 
75 


WHITE 


HOES 
IN-STOCK 











* €239-15—PORT HOLE 


White Calf: 16/8 Heel. AAA to C. $3.00 


C589-39——-THELMA 


White Suede: Punched Through; 16/8 Heel. 
AAA to C. 83.10 


IN-STOCK “ANN ELISE,” “SALLY 
SWEET” OR UNBRANDED AS DESIRED 





Are you prepared for the White 
Shoe Season? Do you need 
size-ups? These new STYLES- 
IN-WHITE are In-Stock. Good- 
fitting, popularly styled, high 
in quality and priced right— 
these white shoes make friends 
for you. We appreciate your 
orders and assure you of 
prompt, careful service. 


C594-6—PATRICIA 
White Kid Gypsy; 18/8 Heel. AAA to C. 
$3.25 


C5094. Black Kid: 16/8 Heel. AAA to C. 
- $3.10 
AAA to C. 83.10 


C594-15. White Calf. 


.C189-29——-THELMA 


White Pig; Punched through: 16/8 Heel. 


AAA to D. $3.10 


C564-29—LORETTA 


White Pig; 16/8 Heel. AAA to D. 83.10 
C564-8,. Black Calf. AAA to D. 83,00 





W360-6—MARTA 


AAA to D. 


White Kid; 15/8 Heel. 83.90 


THOSE TWO STYLES IN-STOCK “AIR-TRED” OR UNBRANDED AS DESIRED 








AULT-SHACKFORD SHOE COMPANY 


AUBURN, MAINE 


SEND FOR COMPLETE NEW IN-STOCK STYLE CATALOG 
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WHERE TO BUY 


Children’s Footwear 





MBS. DAY’S IDEAL BABY SHOES 
? tafants’ 


Flexible Hard Seles. .2-8 
Send fer In-Stock 
Catalog 


MRS. DAY’S IDEAL BABY 
SHOE L 
Leeust St. Danvers, Mass. 








A FIRST WALKING SHOE 


worthy of 
AMERICA’S TODDLERS 
SWAN shoes of selected leathers and find- 
ings, particular work- 
manship and fine fitting 
styles are a profitable 
line for the retailer. 
High shoes, oxfords, one 
straps and sandals in 
stock. Moccasin 
or plain toe in 
white, tan and 
smoke elk and 
patent leather. 
Immediate AS 
livers. Write > 
for prices. 
SANDAL 

SWAN SHOE CO., INC, 

Baltimore, Md. 
New York Off'ce—705 Marbridge Bidg. 
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WHERE TO BUY 
Riding Boots 
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RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 


Write for catalog. 


5. 
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Sales 50% Ahead 


CoLUuMBUS, OHIO—Walker T. Dicker- 
son reports that sales from the Dicker- 
son factory from November to April 1 
this year were in excess of 50 per cent 
greater than for the corresponding pe- 
riod in the preceding year. 

Travelers of the company will start 
about May 15 with the Fall line of sam- 
ples, which are now being rushed 
through the factory. Mr. Dickerson 
presages a busy mid-summer season 
as well as a very satisfactory Fall sea- 
on. 
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NEW ENNA JETTICK STORE FOR LANCASTER 
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UNA Win 


LANCASTER, PA.—A welcome addition 
to Lancaster’s shopping district is this 
modernized shoe store owned and 
operated by B. W. Shaub and L. B. 
Frank. The new retailing unit is lo- 
cated in the Lancaster Trust Company 
building at 36 North Queen Street and 
will specialize in the sale of women’s 
shoes. Neighboring merchants will 
welcome this new store as it brightens 
a dark spot in an otherwise well lighted 
street. The dark red granite masonry 
of this bank building, together with its 
heavy cast iron trimmings have been 





“Hikon” Wins Prize Contest 


PeasBopy, MAss.—The A. C. Law- 
rence Leather Company wanted a name 
for its new corrected elk leather—a 
leather of unique wear-resisting quali- 
ties and a revolutionary finish. Quite 
in line with Lawrence’s broad and pro- 
gressive policies, the A. C. L. execu- 
tives decided that everyone associated 
with this great leather house should 
have a chance to name the new prod- 
uct, of which all are so proud. A con- 
test open to all A. C. Lawrence em- 
ployees was started and a money prize 
offered for the best name which should 
suggest outdoor activities, as the new 
corrected elk is primarily a leather for 
outdoor shoes. 

This contest ran for two weeks and 
aroused intense interest among Law- 
rence’s thousands of workers. From 
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removed and a gaily decorated store 
front has been substituted. The latest 
design lighting fixtures have been in- 
stalled and a bright and cheerful trans 
formation has taken place. The in- 
terior arrangements will be in accord 
with the best modern practice in shoe 
retailing. The side walls and ceilings 
are of chrome yellow. A tufted drape 
will form the background for the large 
semi-circular window. Storage space 
for the complete stock of merchandise 
will be provided in the basement. 


the president, executives, stenographers. 
clerks and factory workers came sug 
gestions by the dozen. 

Hundreds of names were submitted, 
but after many hours of careful delib- 
eration and balancing of pros and cons. 
the choice narrowed to three names. 
These were weighed and tested from a 
score of viewpoints, with due regard to 
copyright requirements, and on March 
29 the judges announced their choice— 
“HIKON.” 

This name is derived from the com- 
mon word “hiker,” thus bringing in the 
outdoors suggestion, while the ending 
“on” suggests “hiking on” shoes made 
of the new leather. 

It is generally agreed that the name 
is a very happy one, and the leather 
industry cordially welcomes “HIKON” 
to its ranks. 
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The Administration’s 
Monetary Program— 
And Its 
Influence on Business 


How the monetary program of the Adminis- 
tration is related to the progress of business 
is the basis of an interesting discussion now 
printed in booklet form. 


The BEST “BUY” in 
NEW YORK HOTELDOM 


A COMBINATION of every- 
thing you desire in a hotel at 
amazingly low rates~—perfect lo- 
cation in the heart of Times 
Square adjacent to all 
theatres .. . New York's newest 
hotel . . . extra large rooms— 
many windows—large closets— 
comfortable furnishings. 


1000 ROOMS 1000 BATHS 
1000 RADIOS 


Rooms from $9.50 a day 































It deals with the development and progress 
of this subject in an interesting and simple 
manner. It is a liberal education for the busi- 
ness man and investor of this much discussed 
question. 











Garage Opposite Hotel 


HOTEL EDISON 


47th Street just West of Broadway 
New York 
OWNERSHIP MANAGEMENT 






You may secure a copy free by requesting it 
on your stationery. Write Department BSR-73. 


BROOKMIRE, Inc. 


Investment Counselors and 
Administrative Economists 


551 Fifth Avenue New York, N. Y. 





















Montgomery Retailers Organize 


MONTGOMERY, ALA.—The Montgomery 
Shoe Dealers Association was organ- 
ized here last week at a meeting at 
the Gay-Teague Hotel. Oscar P. Cov- 
ington was elected president. E. Tarnto 
was elected vice-president, E. N. Lane, 
treasurer and M. M. DeShields was 
chosen secretary. 


Proposed Passenger Rate 
Reduction 


E. C. Keleher, chairman of the rail- 
road committee of the National Shoe 
Travelers’ Association, is in receipt of 
a new schedule of passenger rates from 
the Southern Railway—rates designed 
to increase passenger traffic and de- 
crease the cost to the traveling sales- 
man. 

If travel is to be by coach, a flat rate 
of one and one-half cents a mile will be 
charged. If Pullman accommodations 
are to be used, the rate per mile for a 
round trip, with fifteen-day limit, will 
be two cents a mile. This rate, of 
course, does not include the price of 
Pullman chair or berth. For thirty- 
day round trips, two and one-half cents 
a mile will be charged; and for round 
trips good until used, three cents a mile. 
The Pullman surcharge, Mr. Keleher 
points out, has been discontinued also 
on this road. 

















Style and Fitting Promotion 


DAYTON, OHI0—Elder & Johnson are 
satisfying a great many women in their 
shoe department by taking advantage 














ELDER & JOHNSTON 


ANNOUNCE 
With Pleasure 


MR. EDWARD TESCHNER 
Special Representative of 
I. MILLER 
Beautiful Shoes 


NEW YORK 
Style and Fitting Adviser 


‘Through the courtesy of |. Miller, Mr. 
Teschner comes from New York espe- 
cially to advise and assist our patrons ia 
fitting and selecting of shoes for Spring. 
No matter what type of shoe you require 
1 how difhault you are to fit, Ms. Tesch- 
net, style and fitting expert, will help you 
find foot-happiness in beautiful shoes. This 
service is gratis, of course. 


On THURSDAY & FRIDAY 
Wt I7AM. 2t05P.M. 


























of a factory service. When the regular 
I. Miller factory representative calls 
to show his new offerings, he also acts 
as special factory representative. Invi- 
tations are broadcast to all women who 
believe they have a special fitting prob- 
lem, to consult with this authority of 
style and fitting questions. Many extra 
sales result from this contact. The 
regular advertisement used in this con- 
nection is herewith shown. 





Educational Shoe Display 


CLEVELAND, OHI0O—The Halle Bros. 
Co. men’s shoe department has just 
added a new line of shoes in the $10 
class branded as “Hallebrook” which 
means “Halle Bro. O.K.” At the same 
time a special table and display board 
exhibit was set up to educate the pub- 
lic on the quality and workmanship. 
The table carries cross section shoe dis- 
plays while the board contains all parts 
and materials which go into the shoes 
even to the thread. C. H. Johns, men’s 
shoe buyer, believes that educating the 
public on such things as quarters, 
vamps, tips, heels, shanks, etc., has its 
benefits. 


Carleton With Drew 


PORTSMOUTH, OHIO—Harry Carleton, 
recently superintendent of the Marion 
Shoe Co., Marion, Ind., is now in 
charge of the bottoming room at the 
Irving Drew Co. 



































WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM - 50 


SIMPLEX SHOE TREES 


SELF ADJUSTING 
A Gentle Squeeze oon wee 
ot ti = Fs mar es 


UNIQUE 
SALES PLAN SHOE TREE [I CO. 
ADAM 


RETAILER 


a EO rs EP PE ST 


WHERE TO BUY 


Dancing Shoes and Taps 


Oh ES eee 


BLACK CALF 
PAT. LEATHER 


I - 


28 Goodhue St., Salem, Mass. 
saan, 





Code Conference 


Conferences at Washington, partici- 
pated in by General Hugh Johnson, W. 
Averill Harriman, Roscoe Conkling and 
other members and advisors of the Na- 
tional Recovery Administration; and by 
“Jim” Daly of the United Commercial 
Traveling Men’s Association and T. A. 
Delany, secretary-treasurer of the Na- 
tional Shoe Travelers’ Association, have 
resulted in a decision on the part of the 
administration to assign to one man 
the job of determining whether it is 
feasible to formulate a blanket code for 
all traveling salesmen. 

This, code, as now planned by the 
traveling men themselves, will contain 
as its major provision a clause giving 
to outside salesmen a guaranteed draw- 
ing account and a guarantee of all 
legitimate traveling expenses. 

“This blanket code, however,” Mr. 
Delany points out, “will not be expected 
to define what the drawing account 
shall be nor what constitutes a legiti- 
mate traveling expense. 

“When, and if, this code is adopted, 
it will give the traveling salesmen of 
éach industry the right to bargain col- 
lectively with:-that industry and estab- 
lish the-drawing.decount to which sales- 
men in that industry shall be entitled. 
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Feature ‘“Hand-Mades” 


LOUISVILLE, Ky.— Levy Brothers, 
men’s store, Louisville, are featuring 
hand made shoes for men, at a price of 
$11 per pair, and to develop the idea, 


have had an old and experienced shoe 
A Hand- laatie 


Shoe " Only 


ye, are only a few hand-sewn 

shogs made in America today, or 
even in the world. Fortunately, Levy 
Bros have been able to make a cannec- 
tion with one of America’s greatest 
makers of hand-sewn shoes, it we 
can sell at the unbelievable price of 
$11. No machine-made shoe can equal 
them in ity, durability and appear- 
ance. ort you've never before 
experienced — fit ‘Il never equal. 
Requires no breaking in. Will still look 





For the FIRST Time 


like new, long after you've discarded 
other shoes. Without doubt, ‘he 
greatest shoe ualue in America today! 
See the making of hand-made shoes in our of hand-made shoes in our 
window by one of the world’s SS ee ae 
men, who will be at Bros all week. 


LEVY E BROS 


maker, making’ shoes in the corner 
window of the store. This display be- 
ing tied-in with newspaper advertising 
of the above type, has resulted in such 
large crowds watching the shoe maker, 
that it has been difficult at times to 
even see the operations. 

Many inquiries were received regard- 
ing the hand made shoe, and there 
were many purchases. More high grade 
shoes were reported sold than ever be- 
fore, while the lower priced lines were 
stimulated. Interest centered in shoes 
at $5 and over. 

The shoe maker also made a shoe in 
the presence of the employees, de- 
scribed the method, and gave them 
some good talking points. Every em- 
ployee was also given an opportunity 
to purchase a pair of these shoes at 25 
per cent less than the wholesale cost, 
with the idea that the fit, comfort and 
feel would impress all store workers 
using them. Salesmen were also im- 
pressed with the need of perfect fits, 
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with. instructions to lose sales rather 
than create misfits. 

It is planned to repeat this program 
in a larger way in the Fall. 


New Manager 


New York, N. Y.—Chester Augen- 
blick, General and Sales Manager of 
the Morris Shoe Co., 143 Duane Street, 
wholesalers of juvenile footwear, an- 
nounces the appointment of Rudolph 
Kohlman as manager of the stock and 
shipping departments of the firm. Kohl- 
man is well known to the trade in the 
New York shoe market, having been in 
charge of the same departments for 
many years with the firm of W. D. 
Hanna and other concerns. 


Godman Plants Busy 


CoLuMBUS, OHIO—The H. C. Godman 
Co. is operating all of its 16 manufac- 
turing units in Columbus and Lancas- 
ter on a full-time schedule, with an out- 
put of between 27,000 and 28,000 pairs 
daily. Shipments are especially active 
and have been continuing without let- 
up since Easter. 


Featuring Patent Leather 


CHICAGO, ILL.—I. Miller is showing a 
stunning window made up entirely of 
black patent leathers against a snow 
white background, illustrating the 
fancy of the moment for this practical 
leather. The display includes sandal 
types, ties and pumps. 


Karl’s Chain Expands 


SEATTLE, WASH.—Effective early in 
April, Karl’s Shoe Stores, Ltd., leased 
the store at 1303 Second Avenue, Se- 
attle, for a new shoe merchandising 
business. Karl’s, a Los Angeles con- 
cern, of which C. S. Litchmann is gen- 
eral manager, enters Seattle for the 
first time, with this newest link in its 
expanding Pacific Coast chain of shoe 
stores. Further expansion is indicated 
in Everett, Wash., where the Los An- 
geles shoe retailing organization has 
leased a modern store in the Brewster 
Building of that Puget Sound commu- 
nity north of Seatle. 


Fitzgerald Succeeds Goldman 


Tucson, Ariz. — T. C. Fitzgerald, 
formerly with the Robertson Company 
of San Angelo, Tex., has succeeded R. 
C. Goldman as manager of the Given 
Bros. shoe store. Chito Corella, as- 
sistant manager, has been with the 
company several years, and is a native 
Tucsonan. 


New Shop for Atlanta 


ATLANTA, GA.—Boyce Yancey, well 
known Atlanta shoe retailer, has 
opened his new shop, “Yancey’s,” in 
the Newman and Holley clothing store. 
Mr. Yancey is featuring Taylor shoes 
and other popular priced lines for men 
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TO USE THE LIGHT... > 
QUIET...NON-SKID 
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UNITED SHOE MACHINERY CORPORATION 
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This ‘short-cut’ loca- 
tion saves Time and 
Money in New York... 


The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 

And when you need relaxation, 
you are right in the center of thea- 
tres and amusements ...to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room... 
Perfect. De luxe dinner and sup- 
per, with dancing in the Georgian 
Room, for one dollar! 

The Treasurer himself will ap- 
plaud your keen sense of values in 
choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 


RATES FROM 


*2.9U 


ROOM WITH BATH 
450 Outside Rooms 


Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
William Madlung, Managing Director 
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WHOLESALE PRICES STEADY 


WASHINGTON, D. C.—The Bureau’s 
index of wholesale commodity prices 
dropped one-tenth of 1 per cent during 
the past week according to an an- 
nouncement made by Commissioner 
Lubin of the Bureau of Labor Sta- 
tistics of the U. S. Department of 
Labor. 

“Present prices,” Mr. Lubin stated, 
“are 73.4 per cent of the 1926 average 
as compared with 73.5 per cent for the 
week ending March 24, 73.7 per cent 
for the week ending March 17 and 
73.8 per cent on March 10. The net 
drop during the three weeks was one- 
half of 1 per cent.” 

“The index is 22 per cent higher 
than the corresponding week of last 
year and 11% per cent above the same 
week of two years ago when the in- 
dexes were 60.1 and 65.9, respectively. 
The average wholesale price level re- 
mained at slightly less than 4 per cent 
above that of the first week of Jan- 
uary. It is 2% per cent above the high 
point reached during 1933 (Nov. 18), 
when the index stood at 71.7 and more 
than 23 per cent above the low point 
of last year (March 4), when the index 
was 59.6. As compared with the aver- 
age for the year 1929, the index is 
down by 23 per cent. 

“The price decline of last week is 
primarily attributable to changes that 
occurred in two of the 10 major groups 
of commodities, namely foods and tex- 
tile products. Three groups, hides and 
leather products, miscellaneous commo- 
dities and building materials, showed 
upward price trends. The remaining 
five groups remained unchanged. 

“Advancing prices for hides and 
skins and certain leather items resulted 
in the hides and leather products group 
moving upward by seven-tenths of 1 
per cent. Increases for certain lumber 
and paint material items more than 
counter-balanced minor decreases in 
other building materials and caused the 
building materials group to move up- 
ward by one-tenth of 1 per cent. The 
miscellaneous group of items also 
showed a fractional increase. The five 
major groups of commodities showing 
no change in the general level were 
farm products, fuel and lighting mate- 
rials, metals and metal products, chemi- 
eals and drugs and housefurnishing 
goods.” 


“Dual Type” Store 


Los ANGELES, CALIF.—The new store 
recently opened by Hamilton’s Men 
Shops, Inc., might be termed a dual 
type store as it combines a shoe salon 
at the front with a regular wall-shelf 
lay-out at the rear, the one room open- 
ing into the other with a very large 
opening. 

You may take your choice when you 
are a customer at this store. If you 
wish to be “ritzy,” you may seat your- 
self on a large comfortable davenport 
in the salon and shoes will be brought 
to you in a luxurious fashion from the 
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rear.room. If you wish to be more 
common you may take a seat in the rear 
room where you will see the surround- 
ing wall shelving loaded with shoes 
ceiling high. The two rooms would 
seat 75 customers. 

The store as a whole is L-shape, the 
salon occupying the shank of the L 
and facing on Olive Street. This part 
of the store is 18 by 60 feet in dimen- 
sion. The base of the L housing the 
regular type shoe store is about 30 
feet square. Both sections are ele- 
gantly furnished. 

The mezzanine floor houses the of- 
fices of the company moved here from 
the former location at 635 S.-Olive 
Street. 

Elwood and Alec Hamilton are well 
known in the shoe trade of southern 
California and now operate nine stores. 
The father of the Hamilton brothers, 
still quite active, was one of the orig- 
inal retail shoe merchants of the area. 


The Course of Sandals 


Styles in shoes are oft hailed as 
new. But the fact is that a real new 
style appears only once in a dog’s age, 
if as often as that. Look at the new 


Shoemakers of Ancient Thebes 


barefoot sandals, the style of some of 
them was known in ancient Greece and 
Egypt. Look at high heels. They were 
higher in ancient Persia. The old 
North American Indians knew about 
fancy stitching, overlays, paneling. 
fringing and so on. Who recalls 
period styles? They’re coming again 
in shoes. The fact is that styles in 
shoes get about so far, and then turn 
back, pick up something old and start 
it on a new course. People who haven't 
seen, or heard tell of it before, call it 
new. Yet there are instances in which 
styles have the merit of originality, 
and what’s more important, usefulness. 

The picture is of a sandal shop of 
ancient Thebes. A Lynn shoe manu- 
facturer says that the six patterns on 
the wall showed that the Egyptians 
had six sizes; also that Egyptians used 
lasts as well as patterns. 

Now that the site of Sheba has been 
discovered by flyers, the next sandal to 
be promoted will probably be a “Sheba” 
Sandal. 
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for COMFORT. 


avoid wrinkled toe -linin gs 


pgs oe 


S The toe of a well made shoe 
F x 


“Ss : should be smooth inside as well 


as outside. 


Manufacturers use Celastic Box 
Toes because they are flexible 
at the tip line . . . and shoes so 
made are free from wrinkled or 


drooping toe linings. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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JAHARE YOUR 


PROBLEM/ 


be: it | | <a ane Cpe 
THE /ERVICE If FREE TO YOU 





DO YOU WANT TO KNOW WHERE TO BUY?— 


Analysis Complaint Chart 

Arch Appliances 

Booklets: (Free) 
Leather Industry 


Rubber Industry 
Shoemaking Processes 


Boot Jacks 


Boys’ Division, State Grade: 
Play shoes 
Scout shoes 
Slippers 
Sport shoes 


Catalogs: 
Complete Service 


Children’s Division, State Grade: 
Infants’ moccasins 
Orthopedic 
Sheepskin turns and prewelts 
Soft soles 
Chiropody Schools 
Senene Shoes: 
Ballet 
Sandals 
Tap 
Direct Mail: (Mfrs., Retailers & Jobbers) 
Catalogs 
Engraving 
Letter Service 
Printing 
Electric Clocks 
Engraving Service 
Factoring for Manufacturers, Tanners 
and Jobbers 


Findings: 
Dressings 
Dyes 
Laces 


Floor Coverings: 
Full Carpets 
Linoleum 
Runners 
Suggested plans 


Foot Appliances 

Foot Measuring Devices 
Gloves 

Handbags 
Handkerchiefs 

Heel Guards 

Heel Protectors 
Hosiery, State Grade 





Hosiery Protectors 


House Slippers: 
Bathroom mules 
Fabric 
Felt 
Leather 

Labels: 

Carton 
Woven 


Men’s Division, State Grade: 


Army shoes 
Cowboy shoes 
Dress shoes 
Field boots 
Golf shoes 
High cuts 
Moccasins 
Puttees 
Safety shoes 
Slippers 
Sport 

Work shoes 


Metalizing Baby Shoes 
Moccasins 

Riding Boots 

Riding Boot Accessories 
Rubber Footwear 


Sandals: 
Bathing 
Beach 
Cocktail 
Evening 
Men s, in zipper bags 
Rubber sole 
Wooden sole 


Shoe Bags 
Shoe Buckles 
Shoe Cartons 
Shoe Drawings 


Shoe Ornaments 
Bead 
Cut steel 
Galilith 
Leather bows 
Rhinestone 


Shoe Shining Machines 
Shoe Trees 
Spats 


Sport Shoes: 
Aviation 
Baseball 





Basketball 
Bowling 
Fishing 
Footbail 
Golf 
Gymnasium 
Hunting 
Tennis 


Stock Keeping System 
Store Confidential Reporting Service 


Store Equipment: 
Cash registers 
Display fixtures 
Display tables 
Electric signs 
Fitting stools 
Floor covering and plans 
Foot measuring devices 
Mirrors 
Seating plans 
Shelving 
Shoe cabinets 
Shoe display forms 
Shoe stretchers 
Show cases 
Stock cartons 
Stock record systems 
Store front plans 
Store planning service 
Store seating plans 
Valances 
Vamp rollers 
Wrappirg paper 
X-Ray machines 


Souvenirs: 
Books 
Dolls 
General souvenirs 


Windows: 
Arch support shoe stands 
Art panels 
Backgrounds 
Clips for price tickets 
Display art panels 
Display fixtures (hosiery) 
Display fixtures (shoes) 
Floral decorations 
Price tickets 
Reflectors 
Show-card service 


Women’s Division, State Grade: 
Camping boots 
Evening slippers 
Golf shoes 
Orthopedic shoes 
Shoes for active sports 
Shoes for spectator sports 
Sport moccasins 


The Inquiry Dept., Boot and Shoe Recorder, 


239 West 39th St., New York, N. Y. 


Plots 08d ont Shamans GOON. ii oon. bok bo cc ccc ta cece eb a'ecat hie pet tees 


Name (Stamp or Print) 


' 


Address 0 b4es-0 0-060 Ge Udy Raceas ben eees 
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WEW HOTEL 


$ 
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* 1200 Outside Rooms Up / 


* 1200 Modern Bathrooms 
* Circulating Ice Water 
* Finest R. C. A. Radios 
* Quiet—You Can Sleep 


* 4 Excellent Restaurants 
—Reasonably Priced 


* Complete Medical Unit, 
Health-Building Service 


HOTEL 


CL 


* Every Transit Facility 


TL kad 
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Cc. W. RAMSEY, Jr., Manager 


ril 14, 1934 
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Within a Few Steps 
* Convenient Location 


New York's answer to today’s demand 
for NEW hotel luxury at minimum cost! 
Every comfort and convenience gives 
you maximum value for your money 
.... rates begin at $3 a day for one— 
only $1 more for two. 


B. & O. Buses Stop at Door 


Opposite Pe 


7th Avenue at 31st Street 


New 





Baltimore Easter Selling 


BALTIMORE, Mp.—Shoe merchants, 
department stores and specialty shops 
reaped a fine harvest for Easter in the 
sales of footwear. During the past 
week shoe shops, shoe departments of 
department stores and specialty shops 
were thronged particularly during the 
last three days before Easter Sunday. 
Even rain on Saturday before Easter 
could not dampen the determination of 
women to buy new footwear for Easter. 
The glorious sunshine of Eastern morn 
justified their purchases for they were 
able to wear them in the time-honored 
Easter Sunday parade. According to 
reports the Easter shopping crowd of 
this year was the greatest in a decade. 

Beige, black, brown, blue and grey 
were the leading shades in favor during 
the last minute Easter buying period 
though other shades of various kinds 
sponsored for the spring season also 
found favor with many. Kid, patent, 
suedes were among the favored leath- 
ers,- though there were also others. 
Straps, pumps and ties were the fa- 
vored styles. Combinations in shades 
and styles won favor. 


Conveyors Systems for Shoes 


The Lamson Company, Inc., of Syra- 
cuse, N. Y., a wholly-owned  sub- 
sidiary of the American Pneumatic 
Service Company, has developed and 
perfected a special line of conveyors 
and dryers for the shoe industry; patent 


nnsylvania Station 


York City 








From the Morrison tower you took down on the 

busiest corner in the world”; but high up in the quiet, 
homelike rooms you are far away from noise and 
hurry. Deep, soft beds bring sound sleep. No other 
Chicago hotel gives as much at such reasonable rates. 


In the Heart of the Loop Fine Garage Facilities 


e 
Only$2.50 upwithBath Home of Terrace Garden 


MORRISON 
HOTEL eevee ics 





Feel at Home 
in CHICAGO 


Stay in the TOWER 
of HOSPITALITY 


oO 











| protection has been secured. In addi- | 


tion, they have purchased the patents 
and patent rights of conveyors de- 
veloped for the shoe industry by the 
Bradspeed Corporation of St. Louis. 

Arrangements have been consum- 
mated between The Lamson Company, 
and the United Shoe Machinery Cor- 
poration, as a result of which the 
United Corporation will service Lam- 
son Conveyors in shoe factories in the 
same manner that it services its leased 
machines. 

Technical information regarding the 
operation of the Conveyor, together 
with the terms upon which it is to be 
leased, may be procured from the Home 
Office of The Lamson Company, Syra- 
cuse, N. Y. 


Reports Good Business 


Des MOINES, Iowa—An increase of 
about 50 per cent over any day their 
shoe department has been in business, 
was reported by Garfield Clothier, East 
Sixth Street and Grand Avenue, Des 
Moines, for March 31, according to V. 
A. Gustafson, department manager. 

In addition, the gross shoe business 
to date this year is 20 per cent greater 
than that of last year, he said. The 
shoe department, handling men’s shoes 
only, was established by the concern 
three years ago. 

Saturday’s business was the result 
of an intensive promotion involving a 
half page of newspaper advertising and 
direct mail appeal to their customer 








list. The store serves a fixed clientele 
outside the loop district of the city, 
hence the increase involved more than 
the capitalization on the pre-Easter 
crowds. Carl Ortlund, district factory 
representative, was present to assist 
with the promotion. 


Omaha Trade Good 


OMAHA, NeEB.—AIl shoe shops of 
Omaha report a decided improvement 
in trade for March, as compared with 
the same month last year. Not only 
has trade increased in volume but there 
is a tendency to buy higher-priced mer- 
chandise. 





TRADE LITERATURE 











Shows Girl Scout Shoes 


Boston, Mass.—Official Girl Scout 
shoes and the line of Kore-X-Arch 
Goodyear welts for misses’ and chil- 
dren are featured in the Spring catalog 
of the Melanson Shoe Company of 
Lynn. The cover is printed in two 
colors—black and the official green of 
the Girl Scout uniform. Wing tips 
and moccasin-vamp patterns are shown 
for Girl Scout wear, plus patent strap 
models for dress. For smaller chil- 
dren there are patent oxfords, and 
other high and low models in white, 
smoked and coffee elk. Twenty-eight 
in-stock styles are pictured. 
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CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET. . Asti 




















SALESMEN WANTED BUSINESS OPPORTUNITY BUSINESS OPPORTUNITY 








ALESMEN Wanted—The largest manufac- 
ge * of - —— slippers, sandals aa IDE 

8 t shoes, has 4 t t \. 

ly hy AL OPENING FOR A DISTRIBUTING BRANCH 


Ever Shoe and Slipper Corporation, South IN THE SOUTH 


Norwalk, Connecticut. 





MANUFACTURER of strong line of popular Splendid location, with lowest possible overhead and selling cost, 
priced Men’s Goodyear Welts (20 numbers) will appeal to manufacturer desiring more Southern business at 


din stock in twel lot ts 
pag A Be BM. "Le ustthes pF aye a profit. Unusually well qualified man available who is intimately 
Mississippi River who are in position to carry a acquainted with Southern trade and its needs, and thoroughly 
real money making side line. Strictly commis- d , 
sion basis: ": drawing acount. experienced in economical distribution. 

ive etails regarding yourse type o' 
line now oe 5 ray — you — Address D-703 
at present ress 6 care Boot oe . 
Recorder, 239 West 39th "Street, New York, Care Boot & Shoe Recorder 
N. Y. 239 West 39th Street 


New York, N. Y. 











MAN now calling on Leather Findings whole- 
salers wanted, to employ salesmen for large 
New York State Corporation. No selling. Ex- 
perience unncessary. Repeative commissions 
oven on salesmen employed. be ad a 
with your present position. nlimit possi- 

a an > —_ on required. LINE WANTED BUSINESS OPPORTUNITY 

rite Box 3, Elmira, N. Y. 























POPULAR priced women’s novelties or men’s 

SALESMEN: rg shoe —_ cg oes - o —_ shoes Be — “ $3.00 < ba ay 
carry as a side line our we own line o' ennsy' vania. est of references. Twenty-five 

galalith shoe ornaments. Commissions paid years’ road experience. Nicholas Zentler, Hotel YOU CAN HAVE A BUSINESS PRO- 

weekly. This is a wonderful opportunity to Henry, Pittsburgh, Pa. FESSION OF YOUR OWN and earn b 

help cover your expense. Write fully. Address ay bE rg. ll ag BH 

D-699, care Boot & Shoe Recorder, "239 West one at home in a few weeks. terme 


39th Street, New York, N. 
- ager openings everywhere with 
POSITION WANTED all the trade Fy can attend to. No capi- 


aE da a es te toe te. or soliciting. Eetablished 1394.” Address 
slipper tactory. ctails in first letter or 80 ing. ° 
Address D-700, care Boot & Shoe Recorder, 239 CUSTOM shoe maker, Last and Upper maker Stephenson ‘Laboratory, 21 Back Bay. 
West 39th Street, New York, N. Y. experience—desires position as manager or fore- enue a 

man; also salesman. Will go anywhere. L. P. 
Shoe Store, 3843 Broadway, New York City. 


























DEPT. FOR LEASE 











ETAIL shoe salesman and manager, several . 
F URNISHED shoe department for lease in R years sy can furnish “eer MERCHANTS’ NEEDS 
Hes references from leading concerns. nterview 
established women’s wear store in Welles <F oll be wdeunel. aia SIO. Gas Taek 





Has done $332,000 with high grade line. Shou 
do better with line from $6.00 to $8.50. Write & ag Bqeree, 239 West 39th Street, New 
Gross-Strauss, I. Miller, Wellesley, Mass. York, 





New Improved 


uy Cup 
FOR SALE WANTED TO PURCHASE for Price® Tickets 


FOR SALE: Shoe store in southern Michigan ILL buy established shoe store, ready to pay 06.00 Bd 
city of 50,000. Has done $70,000.00. Good all cash if a real_bargain. Address D-702, Tilts at any angle 
lease. Address D-701, care Boot & Shoe Re- care Boot & Shoe Recorder, 239 West 39th M. D. POLLINGER CO. Holland Bldg., St. Louts, Me. 


corder, 239 West 39th Street, New York, N. Y. Street, New York, N. Y 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
75 cents. For all other classified advertisements the rat: is 7 cents per word. Minimum charge 

§1.25. When a box number is desired twelve words should be added fcr the address. In all other cases each 

word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

&© Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 
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HOTELS 





MERCHANTS’ NEEDS 











Leases assumed 


POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Transactions confidential 











| 
| 
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} 106 Duane St. 


Buyers of Surplus Stocks 


We han i J ore or ome La of shoes 
from menuf: . jobbers or 


Quat NTITY NO oJ ECT 


KIRSCH - BLACHER CO., Inc. 
New York 
Phone Worth 2-5377 and 5378 














Entire or Su 
ks. 


WE BUY 

lus Wholesale and Retail 

randed. Shoes such as 
Enna-Jettick, Vital- 

Queen Quality, Bos- 


Stoc! Also 
Walk-Over, Florsheim, 
ity, Arch Preserver, 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs” 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 

















HOTELS 








vn St. Louts tts 
Hotel 


81H & ST. CHARLES 


91H & WASHINGTON 


$250 andup 





BOSTON... 
Stay at the 


At Kenmore Subway. 
All U. S. Routes lead 
to the Kenmore. 


© Modern, comfortable .. . convenient 
to shopping, business, the theatres. 
Ample parking space. 

® Outside rooms, each with tub, 
shower and circulating ice water. 


@ Excellent food, moderately priced, 
in the Empire Room and English Grill 
Room and Bar. 


Write for Booklet—““Historical Boston’’ 


HOTEL KENMORE 


Commonwealth Ave. at Kenmore Sq. 
COLYAR P. DODSON, Manager 
One of Boston's Newest and Finest Hotels 








The “Friendly” Book 


High compliment to the Spring and 
Summer presentation of “Friendly” 
shoes in their catalog by the Jarman 
Shoe Company—division of the Gen- 
eral Shoe Corporation of Nashville, 
Tenn. 

Something new in the way of a pres- 
entation of men’s shoes combines four 
color printing of Summer scenes, the 
shoes in natural colors and swatches 
of leather, one inch square, on key 
pages throughout the book. The front 
of the book portrays a “Friendly” 
fashion show, illustrating usage and 
shoes in a wide range from all-over 
white oxfords to riding and hunting 
boots. Printed in offset are the regu- 
lar shoes for regular wear. The bal- 
ance of the book is given over to 
fashion forecast, with a description of 
men’s clothes, men’s hats and the trend 
of color. The final four pages reveal 








THE “PORTHOLE” BOW 


To Retail from 50c to $1.00 


and 
combinations 
THE SEASON’S LATEST CREATION 
These leather bows are carefully constructed and are 
among the finest in the market. In ordering, state 
color combinations desired. Prompt deliv 
$2.40 per doz. Pairs—Less 2-10-E.0.M. 


BOW-ART CO. 
903 HOME ST. . BRONX, N. Y. 

















HOTELS 





STOP IN PHILADELPHIA 


a — 
MOLT AAPAS LLL. 


ZOIME-CHESTNUT STS. 


APROOM AND A BATH #250 


the shoe size chart of the line. Here’s 
the final style note: 

“Never before has Summer offered 
such practical variety, nor comfort 
been more highly esteemed. The two- 
button single-breasted suit with half 
belt coat and the Norfolk suit will be 
popular. As for Summer fabrics, it’s 
difficult to go wrong on them. Tropical 
worsteds will be the favorites, with 
Palm Beach types not far behind. Linen 
follows—then crash, flannel, gabardines, 
etc. Two-button single-breasted models 
will be most popular, followed by 
double-breasted and sport models. . 
with the half-belt coat playing a 
prominent part. The suits are cool and 
breezy, and one of the smart new in- 
novations is the combining of coats and 
trousers to form several different out- 
fits. .. . In worsteds and crash, medium 
gray is the leading color, with medium 
brown, light gray, dark blue and many 
others following. In the Palm Beach 
types, white is the leader, followed by 
natural, tan, medium gray, etc. ... and 
90 per cent of the linen suits will be 
white.” 


Wichert and Braster Open Office 


New York—J. H. Wichert and 
“Bill” Braster, representing the Bilt- 
more Shoe Co., makers of Goodyear 
turns, have opened a New York office 
at 525 Marbridge Building. 

















tt 


Miss Taylor Changes Position 


New York, N. Y.—Miss Margaret 
Taylor, buyer of children’s shoes for 
B. Altman, has resigned and will take 
over the buyership of children’s shoes 
for James McCreery & Co., New York. 


Appointed Manager 


BaTon RovuGeE, La.—Leon C. Curtis, 
who has been with Rosenfield’s Dry 
Goods Co. for the past 19 years, has 
been appointed manager and buyer of 
the shoe department. 


C. O. Cosgrove Resigns 


MANCHESTER, N. H.—Chauncey O. 
Cosgrove, who for several years has 
been vice-president and general man- 
ager of the F. M. Hoyt Co., has re- 
signed to accept a position with the 
Merrimac Hat Co. of New York City. 


Named Business Manager 


BuFrFralo, N. Y.—Harry J. Deters has 
been named business manager of the 
Western New York State Shoe Deal- 
ers’ Association. He formerly was sec- 
retary-treasurer of the Buffalo Asso- 
ciation of Traveling Shoe Salesmen. 


Appointed Display Manager 


CuicaGco, Itu.—Gerald P. Vieriech, 
formerly employed by the M. L. Parker 
Company of Davenport, Iowa, has been 
appointed display manager for the en- 
tire system of Dr. Scholl’s Foot Com- 
fort Shops, Inc. 


Jones Store Changes Buyers 


Kansas City, Mo.—S. L. Epstein is 
now manager of the shoe department 
of the Jones Store Company. Mr. Ep- 
stein has at different times been con- 
nected with L. Bamberger & Company, 
Lit Brothers and Hecht Company. He 
was with the latter company before 
coming to Kansas City. Several ad- 
ditions have been made to the sales 
force of the Jones department in the 
last few weeks. 
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A BUYING GUIDE TO 
OUR ADVEIATISERY 


IN Jelly 
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BOOTS AND SHOES 


Ault-Shackford Shoe Co., Auburn, Me..... 
Bellemeade Shoe Co., Nashville, Tenn 
Brooks Shoe Mfg. Co., Phila., Pa 


Chase, W. 8., & Sons, Haverhill, Mass..... 44 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
ass. 44 


Connell, J. M., Shoe Co., South Braintree, 
M 46 


Edwards, J., & Co., Phila., Pa 3rd Cover 
Endicott Johnson Corp., Endicott, N. Y...30-31 
Excelsior Shoe Co., Portsmouth, Ohio 


Lockwedge Shoe Corp., Columbus, O. 


Marathon Shoe Co., Wausau, Wis 


Miller, I., & Sons, Long Island City, N. Y. 
2nd Cover 


Mishawaka Rubber & Woolen Mfg. Co., 
a | ee. Front Cover 


Mrs. 
Ma 
Old Colony Shoe Co., Brockton, Mass 


Orthopedic Shoes, Inc., New York City.... 
Back Cover 


Owens Shoe Co., Lynn, Mass............... 48 
Shaw, M. T., Inc., Coldwater, Mich 
Swan Shoe Co., Baltimore, Md 


Vaughan-Towle Co., Wakefield, Mass....... 44 
Vitality Shoe Co., St. Louis, 


Wright, E. T., & Co., Rockland, Mass..... 6-7 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass 

Evans, John R., & Co., Camden, N. J 

Surpass Leather Co., Phila., 

Young, Richard, Co., New York City 
Ziegel-Eisman, Boston, Mass............... 27 


MACHINERY, LASTS, MFRS.’ SUPPLIES. 
DRESSINGS, ETC. 
Everett & Barron, Providence, R. I 
Janvier, Walter, Inc., New York City 
United Shoe Machinery Corp., Boston, 
MERU: 6. tieans voghicea os SeReaaae 8, 33, 49, 51 
SHOE ACCESSORIES 


Bow-Art Co., 
Pollinger, M. D., Co., St. Louis, Mo. ...... 54 
Simplex Shoe Tree Co., Chicago, Ill 


MISCELLANEOUS 
Brookmire, Inc., New York City 
Hotel Edison, New York City 
Hotel Governor Clinton, New York City.... 
Hotel Kenmore, Boston, Mass. ............ 55 


Hotel Lincoln, New York City 
Hotels Mayfair-Lennox, St. Louis, Mo. 


Hotel Morrison, Chicago, Ill 
Hotel Pennsylvania, Phila., Pa 
Hotel Piccadilly, New York City 


Kirsch-Blacher Co., Inc., New York City.. 55 
Poster & Deutsch, New York City 

Rubin, Irving, New York City 

Stephenson Laboratory, Boston, Mass 





Yaffe Goes to Cleveland | 


PAWTUCKET, R. I.—Maurice Yaffe. 
for 23 years associated with the sho. 
business in Pawtucket, Fall River, 
Worcester and Norwich (Conn.), is 
about to leave the retail shoe firm of 
Lynn & Brockton at Pawtucket, be- 
coming associated with a large chain 
shoe firm in Cleveland. 

From 1919-1925 he was connecte: 
with one of Boston’s large shoe whole- 
saling firms of which he later becam 
president. At the same time he op- 
erated two stores in this city. 

Some 200 friends recently gave him 
a farewell party and presented a scro! 
engraved with a set of resolutions. 


The Juvenile Book 


Advertising Age pins praise upon 2 
new shoe catalog when it says: 

“Setting a new standard in beauty, 
the Juvenile Shoe Corporation of 
America has issued its Spring cataloy 
to dealers throughout the country. The 
new volume, costing $1.00 each, carrie: 
the name of each recipient in gold let- 
ters on the cover. A spiral binding is 
another interesting feature. An ef- 
fective device employed was the use of 
colored cellophane to protect the in 
side pages. A sheet of cellophane, each 
in a different color divided the space 
devoted to each brand. 

“The front cover was given over to 
a restatement of the ‘Juvenile Golden 
Rule,’ which incorporates the com 
pany’s policies with surprising frank- 
ness. For instance, the company con- 
fesses it is in business to make money. 

“We do not object every now and 
then to fill single pair orders for well- 
rated merchants who are prospective 
customers,’ said the Golden Rule, ‘but 
we do feel that it is unfair for mer- 
chants to use us as a single pair stock 
department when they give their regu- 
lar business to other sources.’ 

“The code said that the company 
makes no advertising allowances what- 
ever. Another refreshing statement 
was: 

“Single Pair Orders: Our prices 
are figured on quantity purchases ani! 
any single pairs you purchase from u; 
are not subject to return for any rea- 
son other than defective workmanshi) 
or material. In other words, when yo 
buy a single pair of shoes, the shoe 


> 


belong to you’. 
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WHEN THEY GO BACK 
TO COLLEGE 











All the special cars of all the special trains will look like rainbows, for the fall 


woolens couldn’t be more colorful. They'll wear coats or suits of bright tweed 
mixtures, or funny off-shades—green-blue, rust, mustard, rose-red, and because 
they’re bright young things, they'll wear shoes in the color that’s smartest with 
bright, light or neutral tones 


Vode No. 


32 
INDIES BROWN 


ra 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 











Vol. 105. No. 7. Published every week by the Boo 
at the post Office at New York, N. Y., u 
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PRACTICAL 
and SMART 


The UCO Lockstitch Process 
provides many improvements 


in the art of shoemaking. 


This modern SEWED SHOE 


combines true flexibility, trim 





appearance and foot comfort. 


ee 


LOCKSTITCH 

















Their growing popularity 
is significant 


Lightweight 

insoles and outsoles 
Thin shanks 
Close edges 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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BALL-BAND STYLING IS JUST AS 
OUTSTANDING AS BALL-BAND QUALITY 






OF SATISFACTION 





® Style was one of Ball-Band’s prime considera- ® Smart... comfortable. . 
tions in designing Womens Sport Shoes to combine clusively Ball-Band ... is this all- 
attractive appearance with comfort, fit and speed. Sandal... for locker-room, shower, pool or beach. smart models which will enhance summer outfits. 


« practical ... and ex- ® The growing popularity of Fabric Summer San- 
rubber Locker dals has inspired Ball-Band to design a variety of 





® Beautifully designed... extremely light weight... ® A style item for men...the 4-Snap Dress Arctic— ® The modern styling of Ball-Band’s NU-MODE 
unlined ... rich satin finish... these tell the style “the smartness of a spat over a fine leather shoe”’ Gaiters is evident in their trim and gracefullines... 
story of Ball-Band Ariels ... sizes for all the family, oe. finest practical light weight arctic yet developed. rich satin finish,,, air of elegance and refi t 





yeni retailer knows that beauty has a high _ trade-mark is just as symbolic of style, distinc- 

commercial value. In the Ball-Band line tion and character as it is of the more rugged 
this value is accentuated by the expert work of qualities for which Ball-Band footwear has so 
Ball-Band’s Style Committee which originates, long been notable. Your customers value both 
tests and finally approves every last and every hr syle and quality. You will find them both 


design. That is why the famous Red Ball (QE outstanding in Ball-Band footwear. 





A 


Za 
MISHAWAKA RUBBER & WOOLEN MANUFACTURING CO., 280 WATER ST., MISHAWAKA, INDIANA 


BALL-BAND Footwear 
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The TANGO PUMP 
b 


“J 
BRAUER BROS. SHOE CO. 


ST. LOUIS, MO. 


in which 


COLONIAL PATENT 


is used exclusively 









This shoe features the new, patented Tango flexible instep which 
eliminates binding and cutting at the throat and greatly improves both 
fitting properties and comfort. Naturally, the originators would select 
only the finest of patent leathers to complement such an advance in 
the shoemaking art. From experience they have found that the work- 
ing and wearing qualities of Colonial are best. 





“AT ENS 


COLONIAL TANNING COMPANY 





BOSTON 
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SUBSTANCE FOR A FINE EDGE 


OUTSOLE EDGES that are smooth and upstanding 
stimulate the sale of shoes. To obtain such edges 
there must be fundamental betterments in shoe- 
making, which in turn depend on the substance of 
the leather used for shoe bottoms. You can feel 
assured of the right foundation for edges that will 
not break down on dress, sport and heavy-duty 
shoes, when preference is shown for 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


This bottom stock will trim and finish in the most 
pleasing manner. Every fiber of the hide is firmly 
set for resistance to moisture and hard wear. Don’t 
pay the penalty of poor sole leather. 
Write us for the names of shoe manufacturers mak- 
ing shoes that carry Kistler “BENCH BRAND” 
leather soles. 
/ 
ih 


ea STLERY: Sail 


SE ul 


1: Ht 
i ai wali | ~ te 
iT |r = \ 
é 4 eS of leather The part used for 
: = KISTLER “BENCH BRAND” 
BOSTON:-MASS: Ses sae tae ot 
FOUNDED - 1840 whole side. 
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ESTABLISH Yoursel | 
SHOE 


IS—as you know—the most essential and important element 
in building a permanent and profitable shoe business. 


Wilbur Coon NOW 


Makes this 100% Possible— 
through the use of 


The Wilbur Coon Fitting Block 


which will prove your greatest aid in obtaining the 5 necessary measure- 
ments for a perfect fitting:—length, width, waist, instep and heel. 
With all 5 measurements of each customer on file you are the only 
dealer who has this complete record. She must come back to you for 
future fittings. 











\ 


= =e « 
FP a WY 





Patent Applied For 


The Wilbur Coon Fitting Block is made of metal and 
hard wood, with etched metal scales and slide, metal Showi ng 
heel plate in polished nickel, with tape slides and length the foot in 
measure of polished nickel with black figures. No- peROR, 
stretch tapes in black and white marked to 1/16th inch 
attached to nickel tape slides. 






Window cards, store cards, V 
newspaper mats and consumer | 
folders furnished with Fitting : C 





Block. 
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LINOW... as the Outstanding 
EKITTER in your Locality! 


10 REASONS WHY YOU SHOULD USE THE WILBUR 
COON FITTING BLOCK: 


1. Scientifically designed to take the measurements of each of the Five Fitting Points. 
. .. Perfects you in fitting correctly. 


2. Sliding scale of standard measures enables you to show practically every customer 
how her foot varies from so-called “normal” or standard measurements. . .. A strong 
convincing argument. 


3. Gives exact length and width measurements. 


4M. The Wilbur Coon Fitting Block in use shows your customer that you are fitting her 
whole foot, not just length and width. ...She sees that she’s getting more from you 
than she ever received from anyone else. 


§. Pad attached to side of Wilbur Coon Fitting Block enables 
you to mark down exact measurements of your customer’s WILBUR COON 

‘ foot for a complete and permanent record for her future pur- SHOES FIT ALL 
chases. Then, you are the only dealer who has all five meas- 


urements of her feet.... A wonderful opportunity fora sales 
talk to make her a perpetual customer. ° 

@. Requires no more time in actual use than an ordinary foot INSTEAD OF JUST 
scale.... Saves time by giving better service. LENGTH & WIDTH 


4 Vastly improves your fitting service... . In fact makes it 
complete. 


&%. Causes favorable comment around bridge tables, in women’s 
clubs and feminine circles. ... Advertises you. 


9. Makes yours the outstanding fitting establishment, because 
you are doing more for your customers. ... You’re making 
them better satisfied. 


10. THIS IS MODERN 1934 MERCHANDISING. 


N.Y. Office: 520 Marbridge Bldg., 47 W. 34th St. Chicago Office: 506 Security Bldg., 189 W. Madison St. 











3 W. B. Coon Co., 
i 37 Canal St., Rochester, N. Y. BOMMO i diay Sixia, or olga ars ae cro oer a eee male avert 1934 
Gentlemen: TRIN vibes: co. chats dsc asthe do are or case ate care eaes 
Send me information on how I can obtain MET gc Bae. «rats We ARE GO Ree 
a Wilbur Coon Fitting Block. ee ee ee Ae ck eee ten 
BSR-1 
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mean more 


PROFIT 


for you! 


ERE’S acombination you can’t 
beat for quick sales! A popu- 
lar, 10-cent white shoe cleaner... 
SHINOLA—the name everybody 
knows. . . backed by advertising 
in eleven national magazines... 
featured in an attractive display 
container on your counter... that’s 
the right set-up for profits this 
summer! 
Last year Shinola White Shoe 


Cleaner was new. It was not ad- 
vertised. Yet—women bought 
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every bottle we could make... 
demanded more! And no wonder— 
for Shinola cleans faster and better 
. .. leaves a purer white. 

This year Shinola White Shoe 
Cleaner is being advertised in na- 
tional magazines, beginning with 
May issues and running through- 
out the summer. Production has 
been stepped up to meet the in- 
creased demand. 

Will you get your share of this 
enlarged business? You can! Stock 


1934. 














and display Shinola White. Your} 
jobber has it—packed one dozen to 
the attractive display container 
shown above. Order an adequate f 
supply today! 


* * * 


THE COMPLETE SHINOLA LINE 
includes Creams (Black, Tan and 
Neutral), Black Liquid, Black 
French Dressing, Black Dye, Liquid 
Fabric Cleaner, and Shinola Pastes 
in Black, Tan, Ox-Blood, Brown, 
Neutral, and White Cake. 











one ee 
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SHINOLA White Shoe Cleaner’ 
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